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style 


Originality of Style ... that will make 
fashion-wise women look to your store 


as a source of distinctive footwear... is 
one of the greatest advantages of sell- 
ing PEACOCK SHOES. For style-con- 
scious women demand ORIGINALITY... 
originality in accord with fashion yet 
outstanding in distinctiveness. 


PEACOCK STYLES...AT ALL TIMES 
ORIGINAL... ARE DEVELOPED 
FROM, AND IN HARMONY WITH, 
THE FUNDAMENTAL FASHION 
TRENDS OF THE SEASON 


This is one of the factors that has gained 
for them their style-leadership. 


And the fact that their style is preserved 
by careful workmanship and the finest 
materials is responsible for the steady re- 
peat-business enjoyed by Peacock Dealers. 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 2, 1933 








The smart demi-oxford of graceful line . 
with the new ragland bl ladeer cut. Suitable 
for all combinations of materials, using con- 
trasting or blending underlays for the unique 
mass perforation in saddle and tongue. 


Smart in dark suede with lighter kid saddle 
and heel . . in the same contrasts in all kid 
skins, or one-tone kid with contrasting under- 
lays. "Or, with satin vamp and quarters with 
faille saddle and heel, when perforations 
are omitted. 














BOYD -WRIGHT ‘SHOE CO. 


SAINT 


PEACOCK SHES “ONE OF AMERICA'S FOREMOST STYLE NAMES" 


LOUIS «+ ¢ U.S.A. 











When writing advertisers please mention Boot and Shoe Recorder 





1933 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 2, 1933 





11 





Vol. CIll, No. 26 


The VOICE of the TRADE 


© ies 


in shoes is not subject to the tax 
when the value of the cotton is 
less than 50 per cent of the total 
value of the entire item. Every 
store selling cotton goods will, on 
Aug. 31, take an inventory of all 
floor stocks containing cotton. The 


Q #044184 PER LB.X GYds.9 
et, GN 






inventory schedule reads: “Inven- 
tory of all articles possessed whol- 
ly or in chief value from cotton, 
held for sale or for disposition in 
separate retail stock at the close of 
business on Aug. 31, 1933—all 
items, when the value of the cotton 
exceeds 50 per cent of the total 
value, must carry the tax. The 
rate of tax is $.044184 per Ib.” 

So you see the shoe man is 
saved one major irritant for many 
dry goods stores will find the cost 
of computing the tax almost as 
great as the tax itself. 


* * 


N ew markets 


for tennis shoes are being opened 
among stevedores and longshore- 
men of the extensive waterfront 
of the Pacific Northwest, follow- 
ing the recent action of longshore- 
men in Aberdeen, Wash., where 
the husky stevedores on the water- 
front of Grays’ Harbor have cast 
aside the hobnailed boots hitherto 
used by the trade and have adopted 
tennis shoes with the toe tips a 
brilliant scarlet, like the sandaled 


feet of the modern houri at the 
beach. This action has been caused 
by pulp and paper men of this 
section, where pulp and paper is a 
basic business, growing weary of 
hobnailed holes in their products, 
and have made a stevedoring con- 
cern purchase a large quantity of 
tennis shoes, which are supplied 


to the men. 
“*k * Ok 


John Manning, 


buyer and department manager of 
the shoe department of the Cal- 
lender, McAuslan & Troup Co., 
Providence, R. I., discussing the 
present and future of shoe retail- 
ing, says: 

“Some shoe retailers are going 
to grow a little panicky over the 
rising prices and decide to lower 
their quality so that they may still 
offer lower priced shoes. But in 
this department we are not. We 
plan to maintain our regular qual- 





ity and adjust our prices accord- 
ingly even if the latter does rise. 
I believe most persons want qual- 
ity shoes and they will be in a 
position to buy them as employ- 
ment and business improves. The 
future will see less price ballyhoo 
and more service appeal, that lat- 
ter including a broad range of all 
that makes for buying, handling, 
fitting and selling quality foot- 
wear. Retailers should look well 
to the increasing number of podi- 





September 2, 1933 


atrists who are selling footwear 
on the basis of expert fitting.” 


* a * 
Meier Swope, 


by length of experience, is fast 
approaching the title: Dean of the 
retail shoe industry, as well as 
oldest operating retail store pro- 
prietor in the United States. As 





head of the Swope Shoe Store in 
St. Louis, his span of usefulness 
to the public and friendship in the 
trade is perhaps greater than any 
man’s in the shoe business. 

It is particularly pleasing to us 
on the staff of the Recorder to 
get that annual note from him to 
the effect that we are to send the 
Recorder to Sparhawk Hall, 
Ogonquit, Maine, while he vaca- 
tions in the Pine Tree state. This 
proves that he keeps constantly 
in touch with the movements of 
trade and his legion of friends. 


* ok x 


Md 

New reputations 
in the shoe industry may be in the 
making,” said R. E. Smith, Presi- 
dent of the J. P. Smith Shoe Com- 
pany, Chicago, in an interview 
last week, “but some old and 
well established ones have been 
kept true to form during these re- 
cent hectic years we all have been 
going through, with the market 
glutted junk and shoddy under 

the guise of quality. 
“The name of Cort stands for 









































































the ‘real’ in men’s fine shoes, and 
the manufacture of this famous 
line, built on original Cort lasts 
and to Cort specifications, has 
now come under our care and 
supervision. It will be a compan- 
ion line to Smith Smart Shoes 
with many of our customers and 
friends in the trade.” 


* ok x 


| on Isaac 
of Singapore, sole selling agents 
of the Colonial Tanning Company 
in Strait Settlements, Siam and 
Federated Malay States, arrived 
in Boston recently and made his 
headquarters while in this country 
at the offices of his principals at 
207 South Street, Boston. Mr. 
Isaac states that the New England 
climate is too hot and that in 
Singapore the temperature very 
rarely goes higher than 85 de- 
grees. 


Dice men 


may differ as to the origin of the 
oxford shoe and its sponsor but 
as to the name there is but little 
doubt that the collegiate oxford 
was originally created for stu- 
dents at Oxford University, Eng- 
land, where this well-known insti- 
tution of learning derived its 
name from its location at the ox- 
ford, or the spot where the oxen 
forded the stream, years ago. 


E. A. Filene, 


merchant of Boston, says: 


S— HE GAVE ME A RAISE 


Ka 


“We must enlarge the worker’s 
world—we must make him a full 
sharer in all that civilization has 
to give. The time may once have 
been when slavery and serfdom 
were profitable to lords and slave 
owners. More recently it may 
have been to the employer’s ad- 
vantage to buy his labor as well as 
his raw materials in the cheapest 
market and sell them in the dear- 
est. This is true no longer. The 
prosperity of every one depends 














oF ee 


WHAT PRICE PLENTY 


—I have just received from an English friend 

a _copy of Fred Henderson’s new 
“Foundations For The World’s New Age 
of Plenty.” 

—What a title! 

—Here we are in the midst of a great world 
confusion with millions of people unem- 
ployed and in want, and on the other 
hand we find our markets glutted with 
all the things that are essential to a good, 
wholesome standard of living for every 
human who is willing to work. 

—My reason for being extremely hopeful at 
this time is based on the fact that our 
Administration realizes the evils of this 
maldistribution of purchasing power and 
is undertaking the Great Experiment in 
order to correct a situation that is fraught 
with very great dangers. 

—There is more money and credit available 
than ever before in our history—but it 
has been for so long a time in stagnant 
state that it has clogged the wheels of 
industry and the natural flow of supply 
and demand. 

—I firmly believe that the N.R.A. is going 
to do a great job in restoring a normal 
circulation of money and goods. 

—When, as, and if this is accomplished, the 
whole world will feel the spur of healthy 
economic recovery. 


, eT og 


President. 





on selling goods, as measured 
against the work that men do, as 
cheap as possible. 

“The large rewards in the years 
to come will go to those employers 
and those nations who make their 
goods easy to buy. They will go 
to those who pay the highest real 
wages—that is, wages of the high- 
est buying power.” 


* * * 


p lastic, 


a soft, putty like composition, 
when dry giving the effect of a 
wood finish, and used nationally in 
recent years for repair work, etc., 
by the average home owner, has at 
last found its way into the shoes, 
according to a recent report from 
Germany, which outlines the use 
of a similar substance, also known 
as plastic, in sock linings. When 
warmed by the natural heat of the 
foot the linings conform to the 
contour of the sole of the wearer. 
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Boyar Clouse, 
manager of the shoe department 
of Moore Postum department 


store in Amarillo, Texas, reports 
“Actual Sales” from his recent ap- 
pearance at the women’s clubs in 
his territory. Mr. Clouse denies 
the “Pink Tea” and ‘“‘Purple Aris- 
tocrat” allegations of his society 
appearances, but insists that it is 
“good business.” 

Mr. Clouse is working in co- 
operation with the Women’s 
Home Demonstration Clubs and 
showed the proper fitting of shoes 
and also right models for different 
occupations. He carries a well- 
filled sample case to the meetings. 
His talks are “visualized” by shoes 
of all constructions—Welt, Mc- 
Kay; Little Way, Hand Turned 
and Compo—each was explained 
and the best features of each 


pointed out. 
4c 


4d 
W hat is the 


difference between an unemployed 
gentleman and a letter carrier?” 
“One has plenty of time on his 
hands and the other has plenty of 
time on his feet.” 


* 


Arthur Hirshon 
of Hirshon-Garfield Advertising 
Agency, New York, is preparing 


| oe 
TP Ae 


a reception for Madam Julienne, 
of Paris, who sails from Havre 
on the S. S. Lafayette on August 
30th—to arrive in New York 
September 7th. The latest thing 
in Paris is the tight skirt vogue, 
sheathing the legs nearly to the 
ankles and then flaring or split- 
ting the hem to make walking 
possible. Shoes therefore become 
more fashion conspicuous for the 
coming season. 





*x* * * 


L. S. Hutchings 
of the Hunter-Thompson Com- 
pany, Inc., Salt Lake City, Utah, 
captures the passer-by’s attention 
with a large sign featuring a car- 
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toon of a judge sitting in court 
at the top of the message and the 
wording: “YOU BE THE 
JUDGE OF THESE VALUES, 
BUY BETTER SHOES.” The 
background of the ‘sign is of blue 
and the letters are of beige with 
the exception of “Buy Better 
Shoes,” which is in orange, as is 
the circle in which the judge sits. 


- * * 


William J. Sneider 
of Asbury Park, a seashore resort, 
says: 

“Thousands of pairs of beach 
sandals, beach clogs and cheap ill- 
fitted footwear have been sold this 
Summer, with the result that thou- 
sands of feet are sore, tender, 
widened and even calloused from 
wearing these types of Summer 
footwear. The first duty then for 
the shoe dealer is to give these 
foot-suffering customers foot re- 
lief. Examine each customer’s foot 
before fitting shoes. Suggest 
arches where necessary. Stress 
foot relief first, then fit them with 
a pair of quality comfort shoes. 

“There is one outstanding job 
for the shoe dealer today—and 
that is to make every effort to put 
a more personal touch into his 
business, by giving each customer 
his personal interest in seeing that 
foot comfort prevails in every pair 
of shoes that is sold in his store.” 


A. P. Dean, 


retail salesman writes: 

“We are aware of the true value 
of the human relationship that 
should exist between employer and 
employee. It strikes me there is a 
lot of room for improvement along 
this score. Too many employers 
and organizations fail to realize 
that the men who work for them 
are human beings and respond to 
human treatment. Stop and realize 
how the salesman who is the con- 
tact man and represents his em- 
ployer with the customer and how 
that salesman must at all times be 
pleasant and represent his firm in 
the proper way in order to impress 
that customer and then let’s ask 
ourselves what we have done to 
educate and encourage that sales- 


* * 


man so that he feels down in his 
heart ‘Boy, I’m working for a 
wonderful outfit—I’ll do anything 
I possibly can to put this organiza- 
tion over.’ 

“You know, very often you hear 
an employer say: ‘I wish I could 
get someone who would take an 
interest in things,’ but most 
usually it is due to our own fault 
in not taking an interest in that 


person.” 
* ok * 


Sstace interest 
in leather clicks with the customers 
of the I. Miller store in Chicago. 
The Fall run shows “Sponj” 
leather is selling in eel gray, in 
brown, blue and black. These 
come in both shiny and dull finish. 
A new cleaner gotten out by this 
house, this season, is especially de- 
signed for “Sponj,” madrucca 
leathers or any grained leather. A 
good cleaner that really will clean 
is the best kind of a selling point 
to induce the purchaser to buy 
when a perishable color or ma- 
terial is in question. The new eel 
grays for fall wear are of this 
type. 

xk ok O* 


Frank O. Hale 


says: “Hooray for the Blue 
Eagle.” 

That’s not just patriotism and a 
backing up of the President but 
cheering for the way the code is 
affecting the sales, morale and 
profits of the group of French, 
Shriner & Urner retail shoe stores 
in New York City, over which 
Hale is the district manager. 


Salesmen have been on an eight 


Shoe Merchant's Son: 


hour, five day week schedule since 
the first of August. Even the 
managers are down to a forty- 
eight hour work week. Three shoe 
fitters and an additional office girl 
got jobs as a result of the change 
in the work hours. No cut in sal- 
aries was made and as the boys 
are on a part commission basis 
their weekly salary checks are 
even larger than under the old 
work schedule, due to the fact 
that they are working harder. 
Salesmen are averaging more 
money now than they were four 
years ago. They are hitting the 
high spots and are feeling fine 
with their shortened hours. 

The stores are showing a sub- 
stantial sales increase since the 
code went into effect the first of 
August. Much of this increased 
business is traceable to the double 
headers which the boys are sell- 
ing. 


ud . 
Women’s superiority 


as a shopper ends when she walks 
into a shoe store,’ according to 
Dr. H. W. Meyerding, head of the 
orthopedic department of the 
Mayo Clinic, Rochester, Minn.— 
who, in a recent address, stated: 

“The average woman is more 
concerned with how a shoe looks 
and whether it is fashionable than 
she is with how comfortable it 
will be.” 

Men display far more intelli- 
gence, according to this well- 
known specialist, who credits the 
male sex with comfort first, a 
quality shoe second and style as 
the third element in selecting a 
shoe. 


“A ‘GRAHAM 
HUNTER” 
Sea 


TN, 


“Look, Pop, don’t some birds go the limit to show off a new pair 


of shoes!” 
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Code-makers in session. Representatives of retail business, including shoes, gathered in great 


40-44-48 Hour Retail 


Schedule Based on Hours of Store Operation 
Hailed as Victory for Associated Effort 


The battle of the retail 
codes has passed from open hearing to the admin- 
istrative bureaus of NRA for final revision before 
presentation to Gen. Hugh S. Johnson and approval 
by President Roosevelt. 

It is expected that the perfecting work will be 
finished within a few days. One week from the day 
the President affixes his signature all retailers of 
shoes will be bound to operate their business under 
the conditions set forth in the code. 

No one not on the scene can picture the weary 
hours of work, the almost endless conferences with 
officials of the Administration and with those asso- 
ciations sponsoring the code. It seemed like “war 
times” all over again, with the Administration exert- 
ing great pressure to hurry the work to a quick 
conclusion. 

The important “high lights” of the code as to 
working hours and wages were carried by the news- 
papers to every city, town and hamlet on Friday 
morning, Aug. 25, the day after the close of the final 
hearing. Nevertheless, it may be well to summarize 
the working hours as follows: 


40 hours for stores open for business 52 hours 
or less. 
44 hours for stores open not less than 56 nor 
more than 60 hours. 
48 hours for stores open 63 hours or more. 
The adoption of this schedule for shoe stores is 
hailed as a victory for the National Shoe Retailers 
Association and the National Council of Shoe Re- 
tailers, both of which fought for 48 hours. 
President A. H. Geuting, Manager James H. Stone, 
the full Executive and Managerial Committees and 
volunteer committees of N.S.R.A. members from 
Washington, the seat of the fight, Baltimore and 
other cities, were in the Nation’s Capital, working 
day and night for the retailers of shoes in an effort 
to secure in the final code a 48-hour work week. 
In a statement issued at the close of the retail 
hearings last week, the National Shoe Retailers Asso- 


. ciation said: 


“Both the National Shoe Retailers Association and 
the National Council of Shoe Retailers have been 
working hard to insure the best deal possible in a 
code for all classes of shoe retailers. 





3 
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auditorium of United States Chamber of Commerce, Washington, D. C., for code hearing. 


Work Week ls Forecast 


“The Administration has now tentatively accepted 
(subject to revision before the President’s final sig- 
nature) a code submitted and revised by the follow- 
ing group: 

National Shoe Retailers Association 
National Retail Furniture Association 
National Retail Hardware Association 
Mail Order Association of America 
National Association of Retail Clothiers 
National Retail Dry Goods Association 

“This code was also signed by the National Council 
of Shoe Retailers, the Variety Stores and Music 
Stores Associations. 

“The code that formed the basis of the hearings 
on Aug. 22 was formally submitted Aug. 12 by the 
six groups mentioned above. For some reason the 


’ Administration did not release this code to the press 


prior to the hearing on Aug. 22. 

“Being signators of this code, the National Shoe 
Retailers Association was therefore prevented from 
announcing the exact details of the code or their 
standing in connection with the same, prior to the 
public release on Aug. 22 by the Administration. 

“It was for this reason that our hands were tied 
in refuting the impression that the N.S.R.A. was in 
favor of a 40-hour week for all shoe retailers. In 
justice to our association, and in the interest of har- 


mony, we are now announcing to the entire trade the 
stand of the N.S.R.A. that dates back to the begin- 
ning of the preparation of this code. 

“Our association has consistently taken the stand 
of the practical necessity of one basic code for all 
branches of retailing, in order that all retailers should 
be on the same competitive basis. It was for this 
reason that we have cooperated with these other five 
groups in the preparation of a combined retail code. 
This also explains our reason for refusing to join 
the National Council of Shoe Retailers in submitting 
an independent code. We believe the final results 
have justified our stand in this matter. 

“While joining these other five original signators 
in the submission of the combined code, we have 
from the beginning and continuously throughout the 
entire negotiations and down to the final public hear- 
ings, fought consistently for the principle that in 
towns up to 10,000 population, and in all stores in 
larger towns and cities, with the exception of those 
in congested downtown shopping areas, a 48-hour 
work week be given. 

“Before signing the temporary code, filed Aug. 5, 
the N.S.R.A. fought for 48 hours and only signed 
for 40 hours when the Administration declared it 
would not consent to a greater number of hours 

[TURN TO PAGE 34, PLEASE] 
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Retail advisers who represented the various trades affected by code hearing at Washington. Left to right, top row: Arthur D. Anderson, 


editor Boot and Shoe Recorder, shoes; Harry Cappell, Dayton, Ohio, furniture; Rivers Peterson, Indianapolis, hardware. Bottom row: Col. 
Robert A. Roos, San Francisco, clothing and furnishings; J. Stettinius, Jr.. member National Industrial Advisory Board; John S. Burke, New 


York, dry goods. 


Highlights of Code Contest 


Round-by-Round Story from the Ringside in 
Washington Reveals New Retail Code Charter 
Written Amid Clash of Conflicting Viewpoints 


Washington, D. C.— 


The submission of another new code, revised in a 
number of important respects and broadened to in- 
clude variety and music stores, featured the final 
session of the general retail hearing held in the audi- 
torium of the United States Chamber of Commerce 
here Aug. 22-24. 

The new code was submitted at the night session 
Aug. 24. It carries a sliding scale of hours and wages, 
based on the number of hours per week a store is 
open. The false advertising section of the code was 
rewritten and the unfair trade practices sections re- 
vised and shortened. 

Immediately after closing the general retail code 
hearing, Deputy Administrator A. D. Whiteside 
plunged into the retail drug code hearing. It was 
not believed that any further definite action would be 
taken on the general retail code before the week com- 
mencing Aug. 27. During that week Mr. Whiteside 
is expected to hold conferences with representatives 
of the retail trades and with his industrial, labor and 


consumer advisers. It is impossible to forecast when 
the code, in final form, will be presented to President 
Roosevelt for approval. There may be additional 
changes before it goes to the President. 

Before closing the hearing on the night of Aug. 24 
Deputy Whiteside, who displayed great patience and 
good temper throughout the sessions, said he believed 
“absolutely honestly” that “the greatest trade agree- 
ment that has ever been made has been drawn in this 
room in the last three days.” 

“I am not attempting to predict the outcome, and 
| cannot presuppose what the President will do in 
regard to it,” Mr. Whiteside continued. “It seems to 
me fundamentally sound in many respects, and ex- 
tremely important to the trade. I think we will find 
that we have brought to the trade of the country the 
highest that we would want from a medieval guild, 
and at the same time we have brought into play, I 
think, practically the best developments in modern 


economics. 
“T think, and I am almost positive, that there are no 
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fundamental errors made. It is broad where it should 
be broad and it is not too specific in some respects 
where it might be dangerous. We may be, in one or 
two instances, treading on rather dangerous ground. 
It is experimental, but this whole act is experimental, 
and so just must be carried out. 

“I think in this room that we have done more to 
carry out the whole feeling and spirit of the act than 
I have seen exhibited in any other one room, particu- 
larly when I think of the number of people that will 
be directly affected by this act.” 

Lew Hahn, president of the National Retail Dry 
Goods Association, expressed the thanks of those 
present to Mr. Whiteside. 


The new code as presented 
Aug. 24 defines the different types of stores it is 
designed to cover. Retail shoe stores are defined as 
“those dealing mainly in shoes for men, women and 
children; hosiery and/or kindred lines.” It also re- 
veals, in the definitions, that shoes are handled by 
three other types of stores coming under it, namely, 
retail men’s and women’s clothing stores and furnish- 
ing stores, department stores, and women’s specialty 
stores. 

Provision is made for any branch of the retail trade 
which has not participated in the formation or estab- 
lishment of the code to petition the Administrator to 
operate under a separate code, The Administrator is 
authorized, “if justice requires,” to stay the applica- 
tion of the general code to such a branch pending 
approval of a separate code for it. 

In stores open for business 52 hours or less a work- 
week of 40 hours is provided, with a 44-hour work 
week for stores open not less than 56 nor more than 
60 hours per week, and a 48-hour work week for 
stores open 63 hours or more per week. 

In place of the overtime provision in the original 
code specifically naming the Christmas rush period, 
the new code permits all employees to work not more 
than 48 hours per week for a period not to exceed 
three weeks in any six months. 

The wage scale also is sliding, depending upon 
population and store-open hours. In cities of over 
500,000 the minimum is placed at $14 per week for 
employees working a 40-hour week; $14.50 for a 
44-hour week and $15 for a 48-hour week. In cities 
from 100,000 to 500,000 the scale is $13, $13.50 and 
$14, respectively. In cities from 25,000 to 100,000 
it is $12, $12.50 and $13, respectively. 

For towns from 2500 to 25,000 it is provided that 
all wages shall be increased by 20 per cent from the 
rates at which they stood June 1, 1933, provided this 
will not require wages in excess of $11 per week, 
with a minimum of $10. 

In towns of less than 2500 the same 20 per cent 
increase is provided, but wages may not be in excess 


of $10, with no minimum. A differential of $1 per 
week is provided for the south, with an over-all mini- 
mum wage of $10 per week, except in towns of less 
than 2500, where all wages must be increased by not 
less than 20 per cent over the June 1, 1933, wages, 
with no minimum or maximum. 

The code sets up a National Retail Trade Authority 
to administer it, to be composed of two representa- 
tives of each of the branches of trade covered by the 
code. Thus, two representatives of the retail shoe 
trade would be on the committee. The President also 
is authorized to appoint a representative or repre- 
sentatives, without vote, to serve on the Authority. 

The important trade practice sections of the new 
code follow in full: 


Trade Practices 


“To effectuate the purposes of the National Indus- 
trial Recovery Act all members of the retail trade 
shall comply with the following trade practices, and 
violation of any of them shall constitute an act of 
unfair competition within the meaning of the Federal 
Trade Commission Act and amendments thereto: 


“(1) No member of the retail trade shall sell or 


offer for sale any merchandise at less than his net 
invoice delivered cost or current market delivered 


cost, whichever is lower, plus 10 per cent to insure 


that labor costs shall be at least partially covered. 

““(2) Nothing in the preceding paragraph, however, 
shall be interpreted to prevent bona fide seasonal 
clearances of merchandise so advertised or plainly 
marked or of highly perishable or damaged goods so 
advertised or plainly marked, nor shall any member 
of the retail trade, for the purpose of a bona fide dis- 
continuance of the handling of any line, when it is 
so advertised or plainly marked be stopped from sell- 
ing said merchandise at less than net invoice delivered 
cost plus 10 per cent to insure that labor costs at least 
shall be partially covered. 

(3) No member of the retail trade shall use adver- 
tising (whether printed, radio, display or of any other 
nature) which is inaccurate and/or in any way mis- 
represents merchandise (including its use, trade-mark, 
grade, quality, quantity, substance, character, nature, 
origin, size, material content or preparation), or credit 
terms, values, policies, or services ; nor shall any mem- 
ber of the trade use advertising or selling methods 
which tend to deceive or mislead the consumer, in- 
cluding ‘bait’ offers of merchandise. 

“The term ‘bait offers of merchandise’ as used 
herein means the practice whereby a member of the 
trade through an appeal by price, brand, description, 
or other means, attracts prospective customers into 
his store and then through inadequate or disparaging 
sales presentation or through the quantity available, 
or through other means places obstacles in the way 

[TURN TO PAGE 33, PLEASE] 
















The latter part of August and early September is a testing period 
in Fifth Avenue shops, when new Fall styles are exhibited to a 
fashionable audience and the reaction of the customers carefully 
noted. This year the merchants are observing with even closer in- 
terest what happens when women are told what Fall shoes will cost. 
So far the patients are responding very nicely to the treatment. 
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Style and 


A window sign 
indicative of early Fall buying along Fifth Avenue 
read: “This style sold out. More coming soon.” 

Most of the early Fall shoes being bought right 
now are singles for immediate wear, just eye-catch- 
ing pick-ups. 

New York has a peculiar local condition which 
works out to very good advantage to the shoe men, 
in that there are literally thousands of women passing 



































‘through town this time of year on their way home 


from Europe, or from Long Island, New Jersey and 
New England resorts. They are interested in one 
smart outfit to appear in when they get back to the 
old home town. “Just some little things I picked up 
in New York” is a great line to impress the stay- 
at-homes. 

This condition makes the latter part of August and 
early September a period of testing on Fifth Avenue. 
It is not only a testing of styles this year, but a test- 
ing of customer reaction to regular and advanced 
prices. 

Picking styles is a matter of locality, clientele and 
skill. What experts on style say is reported without 
comment, but in the matter of prices here is something 
vital to each and every shoe man: 

Not one Fifth Avenue retail store reports having 
encountered the slightest difficulty in getting its es- 
tablished prices. Nor do these stores anticipate future 
difficulty when they later raise their prices to the new 
levels caused by advanced labor and material costs. 

The women these stores daily meet are not just rich 
New Yorkers but represent a fair cross section of the 
better trade of the country. 

First let’s drop in on H. R. Williams, who buys 
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Price Story 


—as Told on 


the shoes for Bergdorf & Goodman, and then work 
down the avenue. Women are leaning heavily to- 
ward the plainer types during this pre-season buying, 
Williams finds. Most everything is all black right 
now, or a decided swing away from the all whites 
which have been worn all summer. Later with the 
first hint of Fall in the air, the swing toward browns 
will be more pronounced. Eel grays are showing an 
interesting amount of action, with promise of more 
in the near future. They are buying oxfords, step-ins 
and some trimmed pumps, but mostly oxfords. The 
plainer types are showing the most action this early. 

Two free sellers here are a six-eyelet black suede 
oxford, lizard trimmed with a 18/8 lizard heel, and 
a gore “step ladder” oxford to which the trade says 
“Oh, no” when they see it but invariably wear it out 
after trying it on. 

Price range this year $12.50 to $27.50, with the 
action around $16.50. This is a raise of $2 over last 
season. 

* * & 

At Milgrim’s, center buckles are awfully good, 
Henry Lieber tells. Black and brown suede oxfords 
‘are his action shoes right now, especially those 
trimmed in lizard. Suede trimmed opera pumps with 
18/8 Continental heels. These retail at $12.50 in the 
calf trimmed and $14.50 in the lizard trimmed. They 
were bought to go with the dressy tailored suits. 
Women going out afternoons now do not want too 
fussy shoes, Lieber finds, hence the simple models. 










By HARRY R. TERHUNE 


Fifth Avenue 


He likes a four-eyelet suede oxford with its 18/8 
leather heel and reports a big demand for leather 
heels this early Fall. This shoe has a novel saddle 
and tip which are making many sales. 

Prices here are identical with the previously visited 
store, 

a oe 

Joe Micheals at Saks-Fifth Avenue says it is a case 
of oxfords and pumps right now. “Notice I did not 
mention straps,” he emphasized. They are never 
without satin pumps here, but they are not intending 
to promote any satins other than these. The one shoe 
he likes best is one of his most popular Summer num- 
bers which is repeating with remarkable success in 
Fall materials. It is an open throat oxford with a 
novelty toe trimming and curved saddle effect. 

Prices last year were from $8.50 to $22.50. 

This year they will start at $10.75 and run up to 
$35, with the play at $14.50 and $18.50. 


* * x 


Walking types are good at Martin and Martin’s, 
A. F. Martin, Jr., revealed. Their two best present 
sellers being an open throat dressy oxford, three eye- 
lets, a 16/8 Cuban heel and built on a modified full 
last. This shoe is developed in black and brown suede 
and brown lizard. The black shoes have a saddle of 
patent and a patent piping, while the browns have 
similar treatment but in beige kid. Then comes the 
plain and trimmed black and brown suede pumps. 
[TURN TO PAGE 42, PLEASE] 
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ervice Policy 








Customer satisfaction of first impor- 
tance in this store, where intelligent 
fitting and quality footwear win 
trade, prestige and patronage 


By GEORGE E. GAYOU 


Wile Chicago has 
its Century of Progress, Des Moines, Iowa, is wit- 
nessing the Half Century of Progress of the Field 
Shoe Co., one of the outstanding shoe stores of that 
city. 

Proportionately, the event is being promoted with 
equal vigor by this progressive retail institution, of 
which T. Frank Jaques is president, R. J. Barnes, 
vice-president and H. A. Alexander, secretary- 
treasurer. 

A convincing advertising campaign is being or- 
ganized to promote the “Fifty Years of Service in 
Des Moines” idea, which will be emphasized 
throughout the year and used as a basis for all pub- 
licity. The achievement of fifty years, serving Des 
Moines people with satisfactory footwear, is in it- 
self a badge of service, which today has an added 
significance and increased acceptance in the public 
mind. With mounting payrolls and more dollars 
being given to wage earners the customer is again 
demanding quality, fit and intelligent sales service. 

The Field Shoe Co. fashioned their business 
upon these essential merchandising fundamentals and 
has constantly, during its fifty years in business, 
adhered steadfastly to these practices. Exploiting the 
services and quality footwear of the institution, rather 
than price, has been the all dominating influence that 
has increased the prestige and particularly the patron- 
age of this fine old shoe firm. 

“We are trying to sell our institution,’ said Mr. 
Jaques, “and in pursuing this merchandising practice 
we feel that our footwear sales volume will share in 
the results. 

“Through the half century of Field’s existence, a 
standard of quality has been maintained. We believe 
this to be the reason for the success and continuance 
of our business. Regardless of price level, our prices 
have always been consistent with the cost of manu- 
facturing good shoes.” 

“Field shoe service is not confined to Des Moines,” 
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continues Mr. Jaques, “but to all Iowa. Our cus- 
tomers come from all parts of the State. Last year 
we sold shoes in 288 towns outside of Des Moines. 
These towns were located in 85 of the 99 counties. 
This is an endorsement of the far reaching results 
of our sound merchandising policy.” 

There has been no deviation from the practice of 
perfectly fitting each customer since the organization 
of the business. One of the early ads, appearing in 
1888, confirms how important Field’s have always 
considered this fundamental service in their business. 
An excerpt from the ad says: “A shoe that is per- 
fectly fitted will not hurt or injure the foot as long 
as worn and is less liable to stretch or lose its original 
shapely appearance. We have made it a study for 
fifteen years to get the correct and natural shape 
shoes and have succeeded. We carry all shoes in 
ladies’ from $3.00 to $8.00 in AA to EE and gents’ 
shoes, $5 to $8, in A to EE.” 

This simple, convincing, straightforward copy ap- 
peal, is equally effective today, and many of the same 
advertising approaches are used in creating customer 
acceptance by leading shoe stores everywhere. 

The serious purpose of this business was recognized 
as far back as 1888 when fit, rather than price, was 
the basis of building a lasting and progressive shoe 
business, which today shares the rewards of sound 
planning. 


Study the three pieces 
of advertising reproduced in this article and note the 
total absence of price appeal in the copy. What cus- 
tomer can resist the persuasiveness of the copy, with 
its forceful reasoning—that here are shoes providing 
something more than a foot covering—that, in addi- 
tion to sales service offered by the company, you are 
assured of comfort and the best possible footwear 
values. The price appeal is obscure, subtle, and 
reaches the customer in a manner that finds no 
resistance. 

Here is an example of the copy used: “A pair of 
shoes purchased at Field’s is more than paying your 
money and getting a new pair of shoes. Years of 
experience go into the making and fitting of each and 
every pair of shoes you purchase at Field’s.” 

“Not only are Field’s shoes made from the finest 
materials but unusual attention is given to details in 
construction that means so much to the person who 
wears the shoes. Flexible, wear resisting soles and in- 
soles—soft, comfortable fitting upper leather. Pat- 
terns that conform to the best of current styles .. . 
Patterns that correctly fit the foot.” 


Builds Half Century of Progress 


Proudly can a shoe business wear its badge 
of honor, when it boasts of having catered 
to one community for fifty years, with 
shoes and services. The Field Shoe Co., of 
Des Moines, lowa, enjoys this distinction. 
Some of the early merchandising policies 
adopted are in effect today. Briefly, they 
deal with fitting services to the customer, 
plus quality footwear. 
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A Master Code Over Alll Retailing 


[, about a week 
retailing as a function of distribution having com- 
mon habits in all stores (possible excepting grocery 
stores) will march forward under the NRA. By 
voluntary agreement last week, major retailing crafts 
—furniture, men’s clothing, hardware, shoes, dry 
goods, mail-order, music stores and variety (5 and 
10 cent) stores—marched shoulder to shoulder, nearly 
1,175,000 stores and 5,275,000 people employed, into 
an act that regulates hours, wages and conditions of 
fair competition. The deed made merchandising 
history. 

Merchants receive a better break than previously 
expected. The talk of a month ago was 40 hours of 
work per employee—take it or leave it. But deep 
inside the philosophy of the shorter work week was 
the truth that manufacturing and retailing cannot be 
measured with the same wage stick. In manufactur- 
ing the employee works when orders are on hand and 
his work stops when production ceases. In retailing 
the employee works sometimes when not a customer 
is in sight, for it is the essential difference between 
the two forms of business that retailing is flexible, 
interrupted and must be continuous whether the day's 
operation of store hours is profitable or not. In dis- 
tribution the employee must be available continuously 
—so new workers will be needed if store hours are 
to be lengthened or maintained in the spirit of the 
NRA. On the contrary, factory work ceases when 
the goods are shipped. 

This one fundamental difference brought favorable 
consideration to the proposal by merchants that if 
stores stayed open longer it would be equitable to 
increase employee work hours from 40 to 44, and 
for maximum work week allowance a full 48 hours. 
So the victory of all the forces appealing for a longer 
work week was aided by the fact that retailing was 
not a strictly measurable business but one of chance 
and service to a public with varying habits of pur- 
chasing goods. 

It remains with the retailers as to real reemploy- 
ment in the stores of this country. If idleness con- 


tinues, the inevitable consequences will be a realign- 
ment of store hours at some future date. The 
48-hour week will not materially reduce unemploy- 
ment, for 48 work hours, plus six lunch hours, and 
if the store custom has been two rest periods of 20 
minutes per day, the total week is 58 hours. 

The work week was the paramount battle of the 
code, its 40-44-48 hour and wage differentials based on 
minimums, is almost sure to be the law of the trade 
under the NRA, but the final verdict is yet to come. 
There may be changes, but in a week you will know 
the code. From that day forth the battlefront is 
moved away from Washington and into every retail 
store in America. The code is filled with “thou shalt 
nots,” but retailing must use the positive “thou shalt 
sell more goods at more prices with more certainty 
and efficiency.” The results of the code may seem to 
be restrictive of individual action, but is a mandate 
for collective merchandising under rules fair to all. 

The merchants in America, large and small, re- 
ceived a “fair deal” in the preparation of this code. 
It was “their code,” every line of it—voluntarily pre- 
sented. It becomes the law of all retailing (some 
more industries yet to sign) and unlucky is he who 
violates it. It is no idle gesture to bluff employers 
into reemploying people; it is a firm foundation to 
restore employment and to give all retailers certain 
advantages through control of practices, which may 
in the past have been unfair, unbusinesslike and im- 
moral. The pressure will be applied upon all who 
violate the code. 

Retailers will learn the need for keeping records— 


’ the briefs presented at the public hearing were piti- 


fully weak in basic facts pertaining to employment, 
wages and hours—certainly no manufacturing indus- 
try was as ill-prepared ; but allowances were made for 
all the errors of the past—but you may take it for 
truth that from this time on every store and every 
retail industry will be called upon for vital figures 
that can only come through careful and regular retail 
accounting. The fates were kind to retailing this 
time—it may not be so easy in the future. 
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Fit Feet Properly; Please 





Artistic and well planned exterior of Tree-Mark Shoe Store in 
Delancey Street, New York 


The only way a customer 
is really and truly lost to the Tree-Mark Shoe Co. is 
when he is dead and buried. And, with the extreme 
care given to fitting, plus the good shoes which the 
store sells, such good, healthy feet result that most 
of the customers live to a ripe old age. 

This Tree-Mark shoe store is a most unusual one. 
In the first place, consider the location down on the 
lower East side in New York City. The store is on 
Delancey Street, right around the corner from the 
Bowery, that world-known “street of forgotten men.” 
Several blocks east, toward the East River, is the 
push cart market of the Ghetto, where plenty of shoes 
can be had for ten cents the pair or even less if you 
are a good haggler. 

So much for the setting. As for the store itself, it 
is housed in a building which would be a credit to 
any section, any where. That’s a lot of territory, but 
it is so. Inside, the wide front doors is a first-class 
shoe selling establishment, complete in every detail. 
Men’s and women’s shoes on the street floor. Up a 
broad stairway to the children’s department and the 
chiropodist’s offices. Custom shoes are made on the 
third floor, while there are work rooms for making 


Every 


Customer 


How a Lower East Side Shoe Store 
in New York Built a Remarkable 
Business on That Basis 


By HARRY R. TERHUNE 
Field Editor 


arches, building lasts, taking plaster casts and what 
not. Why there are even shower baths for the store’s 
staff ! 

“Tree-Mark” is a coined word, made up of the 
owner’s names, Herman Triebitz and Joseph Marcus. 
These shoe men are assisted in their work by Arthur 
A. Schultz, a man well skilled in the art of shoe 
making, fitting and selling. He even turns his hand 
to making plaster casts, making special arch supports 
and to the settling of the occasional complaints—it 
being the policy here to see that none go away dis- 
satisfied. Shoes are taken back on the say so of any 
customer. What if an occasional unjust complaint is 
settled without argument through the giving of a 
new pair of shoes? The advertising appropriation is 
large enough to take care of these rare cases. And 
the advertising so gained is really worth while. 

Stock in this store is just 100 per cent staples. 
Women’s side range is from 1% to 15, widths 
stocked from AAAA to J. Men’s shoes run from 
size 4 to 16 in widths AAA to J. Even in the chil- 
dren’s runs, widths from AAAA to H are always on 
the shelves. All shoes have the sizes and widths 
stamped in plain figures. Women’s prices start at 
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The DROFIT-MAKING LINE 














hs LO] 3 
for Boys and Girls 


It you are looking for 
a BUSINESS BUILDER 


...this is IT! 


Let us show you what thousands of successful 





shoe and department stores are doing with a 
juvenile line that enjoys all of these advantages: 


@ Nationally known for 25 years. 


@ Made and sold economically by the world’s 


largest shoe manufacturers. 


@ Backed by an aggressive and highly successful 
advertising and promotion program. 
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BRANCH OF INTERNATIONAL SHOE CO. 


IN STOCK SAINT LOUIS 
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More Than 


200 STYLES 


n every type of construction 






... from infants to growing boys 





and girls sizes. 




















$8.50, men’s at $8.00, and the lowest price infant’s 
run of 41% to 8 is $3.50. Remember the push-cart dis- 
trict two blocks away in considering these prices. 

Fully 75 per cent of the store’s trade is Jewish, 
some 20 per cent is Italian, with the balance a scat- 
tering of nationalities. New York’s Chinatown is just 
a couple of blocks west. 

Even with this setting and clientele, here is one 
store where the question of price is of minor impor- 
All shoes are plainly price marked in the 
windows. Interior displays also carry the retail 
prices. All customers know the price range, and 
what’s more, they know there is no variance from the 
established prices. During the 17 years the store has 
been operating, two clearance sales have been held. 
These were not considered practical, due to the staple 
stock carried, so the policy adopted several years ago 
for all time to come is “No Sales.” 

Right now with prices tending upwards, manufac- 
turers supplying the store have given voice to the 
thought, “What are you going to do about retail 
prices? Will you keep to the same prices by taking 
a bit out of the shoes or will you raise prices when 
you pay us more money for your goods?” That phase 


tance. 
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may be worrying the manufacturers, but not the store 
management, for the latter knows customers remem- 
ber quality far longer than they do prices. Seven- 
teen years of building on quality is not to be jeopar- 
dized by any concession to price. 

This policy must have some merit, for in comparing 
the sales for the years 1929 with 1932, there were just 
15 per cent more units sold in 1932 than 1929. Right 
now, that is since times began to change for the better 
in March, sales are some 30 per cent better in units 
than a year ago. This past month of July was the 
best July ever experienced in the store’s history, 
viewed from any angle. The dollar sales were ahead 
of all previous records. 

Current talks of “July or Mid-Summer Slumps” 
have not yet reached the ears of the Tree Mark execu- 
tives. Their biggest problem is to find time nights 
or Sundays in which to order goods. All Summer 
vacations were cancelled, as no man could be spared 
from the selling floor. The boys are not kicking, 
they know they will get their allotted time off in due 
season. 

Shoe fitters, to get on the sales forces of the Tree- 

[TURN TO PAGE 34, PLEASE] 





FITTING BY X-RAY 


Shoes cannot be fitted by the element of feel alone. Scientific 
fitting is indispensable. First a last is selected that is most suitable 
to your foot and fitted accurately so that the motion of your 
foot will not be hampered any more when shod than bare. Every 
fitting is then verified by a special X-Ray machine that shows 
plainly how your foot lays inside the shoe selected. All guess 
work is thus eliminated. Come in and let us demonstrate. 


STYLE & COMFORT 


Note the footwear illustrated in another section of this Anniver- 
sary Announcement. Forget for a moment their unrivaled com- 
fort features. Consider only their STYLE. What man or woman 
would not be proud to wear such fine footwear? No orthopedic 
"Look", no broad toes, no common-place lines, nothing but sheer 
elegance from heel to toe. If your first consideration is style, 
then by all means buy Tree-Mark shoes and get comfort too. Try 
2 pair. Test them. 


STAGE «ls 


consisting of salesmen and Podiatrists is trained and thoroughly 
experienced in the art of scientific fitting. They know shoe therapy 
—they know foot ailments. There is no foot trouble that these 
experts cannot detect and immediately relieve or correct. This 
is accomplished only thru the application of the most scientific 
Tree-Mark methods. Every staff member is held strictly respon- 
sible and must suit the customer to their entire satisfaction. 





TREE-MARK SHOE CO. 
6 and 8 DELANCEY STREET ® 


FREE EXAMINATION 


Are your feet worth 15 minutes to you. In this short time you 
can have them thoroughly examined by one of our doctors. 


The use of accurate instruments combined with the competency 
of experienced Podiatrist Specialists will enable you to learn the 
exact condition of your feet. Proper shoes are then prescribed 
in accordance with diagnosis. There is no charge for this foot 
test and analysis. 


ABNORMAL FEET 


A corrective department is maintained for the treatment of fallen 
arches, lameness, club feet, calouses, corns, bunions, improper 
body balance, etc. Let one of our experts show you how our 
custom shoe department creates special designed lasts, to help 
correct and relieve these foot abnormalities. The results you can 
secure here will be most gratifying. 


IN SELECTION 


QUALITY oFsices 


Don't look for price tags, pretty wind or attractive shoe 
patterns when buying shoes. Your feet are too valuable for this 
practice. Much of the regrettable condition of all foot ailment 
is preventable if only you would consider quality above everything 
else. Select your shoe store as you would your family physician. 
Place confidence in its judgment. This is the only real way to 
determine quality. Its Cheaper in the end too. 





~NEW YORK 








This kind of advertising has proved effective in building good will and profitable patronage for the Tree-Mark Shoe Store 
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A SAFE, SURE 


REMEDY 


for ATHLETE'S FOOT” 


Itching Feet 


and Toes 
“Gym Foot” 


“Golfer’s Itch” 


Df’ Scholls 


SOLVEX 


You can be sure you are recommending the BEST 
when you push Dr. Scholl’s Solvex for treatment of 
Itching Feet and Toes, ‘‘Athlete’s Foot,” ‘‘Golfer’s 
Itch,” Ringworm, etc. You can recommend it where 
other methods of relief have failed. Being an ointment, 
it stays on the affected part long enough to penetrate 
deeply into the tissues, kill the germ, stop the intense 
itching and effect complete relief. Even stubborn cases 
which resist most treatments yield quickly to Dr. 
Scholl’s Solvex. 


Anyone who frequents public locker rooms, showers, 
pools, or beaches, is likely to contract one of these in- 
fectious troubles. Dr. Scholl’s Solvex, therefore, is an 


Wholesale, $4.00 doz. 
Retail, 50c 


Wholesale, $8.00 doz. 
Retail, $1.00 


NATIONALLY ADVERTISED 


in such leading publications as The American Weekly, Collier’s, 
Liberty and The Literary Digest. 


item well worth your while to push. Display it in your 
windows and on your counters. At 50c and $1.00 retail 
it carries a good profit. 


FREE SERVICES 
to SHOEMEN visiting 
The World’s Fair 


If you or your friends plan to attend A Century of 
Progress, we invite you to avail yourself of the special 
services, facilities and courtesies which The Scholl Mfg. 
Co., Inc., extends without cost or obligation to you. 


1, Have your mail and telegrams sent to you in care of us at 
the address given below. 

We will reserve hotel or housing accommodations for you 
in advance of your visit, or help you secure comfortable 
lodgings after you arrive. 

We will reserve your baseball, theater, golf or sight-seeing 
tickets. 

Suggest and arrange varied lake excursions and look after 
your airplane or railroad tickets. 

Give you the use of our offices for making and keeping 
business and social appointments; put at your disposal com- 
petent stenographic help for your mail and keep you posted 
on the daily programs of interest at the Fair. 


The SCHOLL MFc. Co., INC. 


Travel Bureau Department 


213 West Schiller Street, Chicago 


2. 
3. 
4. 
5. 
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THE SHOE STORE 





A Working Schedule for Busy 


Merchants 





1 Now to go after Fall busi- 
ness in earnest! And with 
the new spirit of optimism in 
the air business will be GOOD 
for aggressive stores. Start Sep- 
tember off with a big, attractive 
advertisement tonight featuring 
“Fall Styles For Labor Day.” 


Re-arrange and liven up 

your windows today. Make 
the smartest display of the new 
Fall styles that you can arrange, 
and see if you cannot think up 
something original and differ- 
ent in the way of a School 
Shoes window. Price out every 
shoe you display. 


A Saturday give-away or 

premium offer will help 
direct the demand for school 
shoes to your store. For in- 
stance, you might give a bal- 
loon, or knife or whistle with 
every pair. Or you could secure 
a moderately priced football 
and sell it at cost with every 
purchase of children’s shoes. 


| How is your stock of 

rubber? The rainy sea- 
son will soon create a demand. 
Have them ready, and have a 
supply of window streamers 
ready to post the minute the 
rain starts to fall. Are you 
checking stock regularly to 
avoid “outs” on best-selling 
styles and sizes? 


A In addition to Fall style 
business you'll no doubt 
have a good demand for school 
footwear. Have you a good 
School Shoes window to stimu- 
late this demand? There should 
be a table of Hosiery in the 
Fall shades right up near the 
front door today. 


Prices are going up—and 

people know it. Cash in 
on this by instructing all sales- 
people to advise customers to 
buy two pairs of shoes instead 
of one, or six pairs of hose in- 
stead of two. Properly done 
this can be made a big volume 
producer. 





1 Once a week is not too 

often to use your mail- 
ing list during the busy season. 
Why not send out a mailing 
card or folder this week on 
School Shoes. Many parents 
do not buy before school opens 
and are now finding their 
youngsters in need of new 
shoes. 





Why not send out a let- 

ter this week telling your 
trade quite frankly that Fall 
prices are higher, and there’s 
évery indication that later on 
prices will advance still more. 
Urge them to stock up for the 
Winter at your present prices 
and make a saving. 


11 Change all your win- 
dows again today. This 
is the time of year when they 
will produce most for you if 
you keep them working at top 
speed. Why not get some 
photographs of the local foot- 
ball team at practice and put 
them in the window to create 
interest? That will make peo- 
ple look! 


1 The half-way mark in 

September. What can 
you do to make business better 
the second half of the month? 
Have an impressive, inviting 
style ad in tonight’s paper to 
bring business tomorrow, and 
keep pounding away on school 
shoes too, in a separate ad 
perhaps. 


You'll have a big style 

and school footwear ad 
tonight, no doubt. And since 
you cannot ignore the trend of 
rising prices why not empha- 
size it, pointing out in your ad- 
vertising copy that although 
prices ARE higher there are no 
better values obtainable than 
you are offering. 


1 2 Are you advertising more 

than once a week now? 
If there is a daily paper in your 
town you should have at least 
two ads each week, if not three. 
Don’t try to describe your entire 
line in each ad. Single out one 
style or price line for each ad 
and play it up BIG. 


16 A good hosiery value 
featured in the window 
today will help sales. Why not 
pick out three good values, one 
men’s, one women’s and one 
children’s and feature a price 
by the box. You can urge the 
advisability of stocking up be- 
fore prices advance further. 


Make Sure of a Successful Season by 
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FOR « « ° 
OCT OBER 





To Produce More Profit Through Planning 








21 A good day to send out 
another mailing card, or 
letter, or advance reprint of to- 
morrow night’s ad. Or you might, 
instead, get up an attractive 
circular and have it distributed. 
The important thing is to ad- 
vertise VIGOROUSLY now, 
while people are buying Fall 
footwear! 


2 Change your windows 

again today. And how 
about giving house slippers a 
little display. This line will sell 
any time now if you push it. 
How about interior displays? 
Have you changed them re- 
cently or do you still have the 
same ones you had a month 
ago? 


2 Tonight’s ad should be 

a good one, for tomor- 
row is the last business day of 
September and you want to 
make it a good one. If you 
have any items to clean up fea- 
ture them as ‘“Month-End 
Specials.” If you don’t have 
any odd lots run a feature value 
on hosiery. 


1 Another week, and time 

for another complete re- 
vamping of window displays. 
Good display cards that really 
“talk” go a long way toward 
making a window interesting. 
Are yours the kind that make 
window shoppers stop and read? 
Continue to emphasize the ad- 
vancing prices. 


2 You will have another 

big style advertisement 
tonight of course. The theme 
for this one might be that “Fall 
Footwear styles are now es- 
tablished and you can choose 
with assurance that the shoes 
you select will be the styles in 
vogue throughout the Fall and 
Winter. 


2 You’re going to be ad- 

vertising vigorously all 
during October and you will 
need plenty of good illustra- 
tions. If your own mat service 
doesn’t supply enough you had 
better look over that supplied 
by your newspaper and reserve 
all that you think you can use. 


3 There’s just one thing 

for you to do today and 
that is SELL—but in between 
customers you ought to be 
thinking how you can change 
your window backgrounds and 
interior trim to make them dif- 
ferent for October. It will be 
another BIG month. Are you 
ready for it? 


1 Isn’t it just about time 

for a thorough check of 
your stock. The season is far 
enough advanced so that you 
should be aware of any slow 
sellers and should be making 
plans to push them out. Watch 
hosiery sizes and colors care- 
fully too. Don’t be “out” of 
wanted items. 


23 Do all your salespeople 
have quotas to meet? 
This spurs them on to greater 
selling effort, particularly if you 
hang up a little prize for the 
one who makes the best show- 
ing. And when you're posting 
quotas don’t forget to fix a 
good stiff one for yourself! 


2 If you have a big country 

trade this is the time 
for an ad, and a mailing on 
farm shoes for the winter sea- 
son. And how about hunting 
shoes? Many stores sell a lot 
of hi-tops about this time by a 
little advertising? Don’t over- 
look any of these extra volume 
items. 





Well Planned Promotion in September 


20 How long since you have 
carefully checked over 
the lights in windows and in- 
terior and replaced those that 
are growing dim? Its easy to 
overlook this, and it’s expen- 
sive! Dimly lighted stores drive 
away customers. The brightly 
lighted store attracts them. 





28 Monday begins a new 
month and the end of 
the week is no time for plan- 
ning. Better sit down today 
and review all your plans for 
October to see just what is to 
be done to keep sales up. Look 
up your records of a year ago 
and see what you did then to 
get business. 


October should produce a 
steady increase in Fall 
sales if you have planned 
in advance for attractive 
displays, effective adver- 
tising and strong promo- 
tional appeals. Feature 
shoes for football, Fall 
sports, hunting season and 
formal footwear for even- 
ing wear. 
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To show your participation in the National Recovery Movement and also to show that you are a wide-awake merchant, we suggest you put 

in a window similar to this at once. The upper letters are cut out of wall board and applied as shown. The eagle and balance of lettering 

can be painted on the wall board panel. Notice the tie-up in the phrase “We do our part—so do our shoes.” This panel is supported on 

quarter circle corner settings. This window setting is very practical 2nd can be used for some time by merely making changes of decorative 
treatment on the center panel. 


New Retail Set-Up Calls for 








Better Displays 


Wat story will your windows 
tell for Fall? For several seasons past the plot has 
been confused, with price as the dominant theme, as 
the warfare for business became a_tooth-and-nail 
struggle for economic survival. This year it’s a 
different story. The rules of competition have been 
changed and many of the old tactics, the exaggerated 
claims, misrepresentations and downright deceptions 
that have made it difficult for the honest merchant to 
maintain his ethical standards have been definitely 
ruled out of the game. So it follows as a matter 
of simple logic that advertising, promotion and win- 
dow displays should take a new line. 

The new price situation also will have a marked 
influence on promotional practice for the retail shoe 
store. In the recent past, advertising and window 


Stores Must Stress Use and 
Desirability of Shoes to 
Overcome Price Resistance 


displays have concerned themselves too much with 
price. True, price plays a part, and a legitimate part, 
in all selling and in the effort to sell, whether that 
effort be made through the store window, the printed 
page of a newspaper or the word-of-mouth sales talk 
of the man at the fitting stool. But in this period 
of exaggerated sales appeal, price has been the most 
exaggerated weapon of all, and not a particularly 
effective one at that. For the experience of the past 
year has proved beyond the shadow of a doubt that 
customers Who do not wish to buy merchandise can- 
not successfully be persuaded to do so by the argu- 
ment of low prices alone. 

Now we are entering upon a season in which the 
selling set-up is entirely changed. The old sales 
argument of lower and lower prices is no longer avail- 
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MAKING REAL 
RECORDS 


Tt must be a reason why so 
many of the busiest and most 





profitable juvenile shoe departments 






in the country are featuring Poll Parrot 















shoes, and it is a revelation to see the 






sales records they are making. It 






only shows what can be done with 






the right line and the proper pro- 






motion in a department that many 






treat as a side issue. 






For increased volume and profits, 





check up on our juvenile setup 
for Fall. 


Poll-Parrot Shoes 


Juvenile Footdear 


Sim 



















Over 32% of the 
nation’s population 
is 15 years and under. 













































ROBERTS, JOHNSONS RAND 


Branch of International Shoe 


ST. LOUIS, MO. 









WE DO OUR PART 
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In showing new Fall styles you will want them to be seen in strictly new surroundings. This should mean the use of modern or present-day 

window settings. Such a window is shown here and in addition we have introduced a tie-up in an advertising phrase that can also be used 

in newspaper advertising. The window layout is in a slanting composition, such as is quite popular now in newspaper and magazine adver- 
tising layouts. All shelves, platforms and shoe fixtures are designed to show the shoes in a slanting position. 


able, and the merchant who knew that line of argu- 
ment and nothing more is likely to find himself 
disarmed in the new competition. Well, better so, 
perhaps, for the price appeal was merely a line of 
least resistance at best, resorted to by those who lacked 
the ingenuity or the sales sense to construct a better 
selling story. Therefore merchants, whoever they 
are and whatever they sell, must stop stressing price 
and begin emphasizing some other sales appeal. And 
that other, we believe, is to be found in the merchan- 
dise itself, its usefulness and its desirability. For 
people who will not buy things they do not want at 
any price can still be sold goods that are desirable and 
nseful at prices that will produce profits, provided 
their usefulness and desirability are pointed out in 
ways that are logical, clear and convincing. Thus to 
stress the selling points of the new season’s shoes is 
the job of the display man in the next few weeks. 


The job will not be 
Make no mistake about it, 
every shoe store, everywhere, is going to encounter 
sales resistance this Fall because of higher prices. 
The resistance will be stubborn at times, and it will 
call for all the skill and tact at the command of the 
salesman, the advertising man and the man who 


altogether an easy one. 


plans the window displays. If people didn’t buy 
freely at very low prices, it isn’t going to be easy to 
persuade them to buy more freely when prices begin 
to advance, particularly if they happen to be people 
whose incomes have not advanced with prices. It 
will be pretty difficult for any store to get the extra 
dollar from that class of customers. 

The task, we fear, has not been simplified by much 
of the type of promotion we have witnessed during 
the late Summer. It was a natural and an obvious 
thing to make the most of the rising market as an 
argument through which to persuade people to buy 
now. Some of this sort of advertising has been 
cleverly carried out, carrying just the right sort of 
suggestion that would induce people to act without 
incurring their resentment. But much of it has been 
too bluntly worded. “Buy Now or Pay More Later” 
is a formula that doesn’t just appeal to the average 
consumer, particularly when that particular consumer 
is beset with financial problems that make it difficult 
for him to buy at all. We shall have the unfavorable 
reaction from that type of advertising to contend 
with as we seek to promote the new merchandise at 
the higher price levels now. 

Here again, the use and desirability of the mer- 
chandise, its quality, its value and the service it will 
[TURN TO PAGE 33, PLEASE| 











s 
hh 


UST A BUNCH OF BALES 
x la even ons hab agen het 





IAT) ve 
AU LD IN G \ For these bales hold long-fibre hemp and imported flax, the superior 
Counters e 


esas 


basic materials from which Spaulding Counters are made. The 
strength of hemp—the resilience of flax—mean “happy heels’’ to 
your customers for two principal reasons. First, Spaulding Counters 
stand up longer under strain. Second, they are so flexible that we 
can make them fit better in the shoes you buy. Hemp and flax are 
thus the foundation of a manufacturing process to help you satisfy 





and keep your customers—with better-wearing, better-fitting shoes. 


¢ 


| Are You Selling 
BLISTERED HEELS? 


Don’t ever expect a customer to come 
back for more blisters. She is far more 
likely to go to another store, in the hope 
that blisters won’t come with her next 
pair of shoes. And if the merchant has 
been careful to specify Spaulding Count- 
ers and has fitted the shoes correctly, 
blisters just won’t come. Spaulding 
Counters are moulded with the Shank Fit 
feature — and they fit. They fit snugly, 
too, but because of their resiliency and 
their wide, thin, bevelled edges, they 
adapt themselves to the contours of the 
feet cotrectly and comfortably. What if 
they do cost a penny more—isn’t it worth 
it, when you think of the big ‘difference 
they make in the comfort of your cus- 
tomers and the value of the shoes you 


sell them? 
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— Skao Counters 
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High Lights of Code Contest 


[CONTINUED FROM PAGE 17] 


of the purchase of the advertised mer- 
chandise and forces upon the prospec- 
tive customer’s attention other mer- 
chandise upon which a greater profit 
is to be realized. 

(4) No member of the retail trade 
shall use advertising which refers di- 
rectly or by implication to any com- 
petitors or their merchandise, prices, 
values, credit terms, policies or services. 

“(5) No member of the retail trade 
shall use advertising which lays claim 
to or implies a policy or continuing 
practice of generally underselling com- 
petitors. 

“(6) No member of the retail trade 
shall secretly give anything of value 
to-the employee, or agent of a custom- 
er for the purpose of influencing a sale, 
or in furtherance of a sale render a 
bill or statement of account to the em- 
ployee, agent or customer, which is 
false in any material particular. 

“(7) No member of the retail trade 
shall promote or take part in commer- 
cial merchandise lotteries, or schemes 
of chance.” 

From the standpoint of shoe retail- 
ers the feature of the hearing Aug. 23 
was the testimony of Ward Melville, 
president of the National Council of 
Shoe Retailers, Inc., in which he urged 
joint representation of shoe retailers 
by his association and the National 
Shoe Retailers Association, contending 
the latter body was not representative 
of the retail shoe trade. 

This proposal was blocked, however, 
by Deputy Administrator Whiteside, 
who said it was impossible for any code 
to provide for such joint representa- 
tion. 

Mr. Melville urged a different scale 
of hours for stores which are open for 
varying hours, contending that the 
smaller stores which remain open for 
longer periods would be unable to meet 
the reduced working hours for em- 
ployees. 

He suggested division of retail shoe 
stores into three groups, one to com- 
prise stores open from 9 a. m. to 6 
p. m., the second to comprise those open 
during the same hours, but having eve- 
ning hours one night a week, and the 
third to embrace stores open each day 
and each night. For stores in the first 
group he suggested a 40-hour week for 
employees, with a 44-hour and 48-hour 
week, respectively, in the second and 
third groups. 

Mr. Melville said he wanted to con- 
cur in statements made at the Aug. 22 
hearing by R. J. Atkinson, of Brook- 
lyn, representing retail hardware deal- 
ers, and Edgar Kaufman, of Pitts- 
burgh, representing department stores 
of that city. Mr. Atkinson had urged 
consideration of the family operated 
store and Mr. Kaufman proposed a 
definite relationship between the em- 
ployees’ work week and the operating 
hours of a store. 

He objected, also, to having one code 





for all retail groups, but suggested a 
master code for retail trades, fixing 
minimum hours of employment, but 
permitting each retail trade to submit 
its own code governing working prac- 
tices. 

Jesse Adler, of the Adler Stores, New 
York, a chain of retail outlets, called 
Mr. Whiteside’s attention to the “fly- 
by-night” merchants operating in the 
larger cities, who misbrand shoes. He 
told Mr. Whiteside he realized that 
misbranding was covered in the code, 
but wanted to make sure that the prob- 
lem was called to the attention of the 
Deputy. 

“These merchants open up for a 
short time and advertise shoes at re- 
duced prices,” said Mr. Adler, “such as 
$10 shoes stamped to sell for $10, but 
worth about $2.50, and they have been 
marked $3.95. They steal the names of 
the local merchants, the large con- 
cerns, and leave out one letter, or use 
similar names, and have the sole of the 
shoes stamped with these misleading 
names.” 

Before closing the hearing, Deputy 
Whiteside paid tribute to the work of 
his advisors. They were: 

Robert E. Wood, president, Sears, 
Roebuck & Co., mail order; John S. 
Burke, B. Altman & Co., New York, 
department stores; Harry Cappell, 
Dayton, Ohio, furniture; Rivers Peter- 
son, publisher of Hardware Retailer, 
Indianapolis, hardware; Robert A. 
Roos, Roos Brothers, Inc., San Fran- 
cisco, clothiers and furnishers; Arthur 
D. Anderson, editor of Boor AND SHOE 
RECORDER, retail shoes; Wroe Alderson, 
research assistant, Department of 
Commerce, drugs; Louis Kirstein, vice- 
president, William Filene Sons Co., 
Boston, as a special representative of 
the Industrial Advisory Board, all in- 
dustrial advisors. 

Dr. W. N. Loucks and G. A. Renard 
represented the Consumers’ Advisory 
Board, and Miss Schneiderman the 
Labor Advisory’ Board. 


New Retail Set-Up Calls for 
Better Displays 


[CONTINUED FROM PAGE 32] 


render are the retailer’s strongest arms 
of defense and offense. If a shoe repre- 
sents honest value in materials, work- 
manship, fitting and service, it’s pretty 
difficult for anyone to say the price is 
too much—and shoes this season, if 
well bought and carefully selected, will 
be worth the prices at which fair- 
minded merchants will offer them for 
sale. Judged by any reasonable stand- 
ards, the values will be there and the 
price levels will be lower than those to 
which most people were accustomed not 
so many seasons ago. 

Therefore the thing to do is to talk, 
not too much about prices, but very 
clearly, distinctly and_ intelligently 
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about the style, service and fitting 
values that make your shoes desirable 
to the men and women who will buy 
them. Build window displays with 
ideas back of them—simple ideas which 
customers can easily grasp and com- 
prehend. Plan a style window and 
show how your shoes fit into the new 
fall Fashion picture. Then tell a story 
in your next window about fitting and 
feature some of your orthopedic types. 
Emphasize in display cards and news- 
paper ads the fact that your salesmen 
are trained to fit feet correctly and 
that such a fitting service is definitely 
a part of every completed sale of shoes 
to a customer at your store. 

Window displays that are novel, dis- 
vinctive and, above all, interesting, will 
be a big asset to any store under the 
new deal at retail. Under the old set- 
up the unscrupulous merchant, who 
did not hesitate to misrepresent mer- 
chandise values, had a competitive ad- 
vantage over the retailer who preferred 
to play the game fairly. From now 
on the advantage will be in favor of 
real merchandising brains. Ability in 
the displaying and advertising of mer- 
chandise is to have its inning. No 
store can fill its windows with exag- 
gerated price claims and get away with 
it. Even the public will know such 
claims cannot be true. 

In planning your window displays 
for the next two months, try to figure 
out what interests and activities will 
claim the attention of your buying pub- 
lic during that period. If there’s a 
county fair in your town, or a golf 
tournament, or some big football games, 
build a window display around each of 
these events and make it novel and at- 
tractive. Show, through garments ob- 
tained from some ready-to-wear house, 
or through illustrated pages from fash- 
ion magazines, the newest fashions in 
apparel for such occasions and the 
shoes that go with them. By giving 
credit to an apparel store, you can 
usually arrange to borrow garments 
for display purposes and such displays 
enhance very materially the fashion in- 
terest of your windows. Study the 
backgrounds suggested herewith and 
others to appear from week to week 
for suggestions that will help you in 
the planning of interesting windows 
and displays. 


Lorraine Bootery Moves 


MiaMI, FuLa.—The Lorraine Chil- 
dren’s Bootery has changed location 
and is now at 24 Lorraine arcade, just 
opposite the double store occupied by 
them since 1924. The newly remodeled 
shop will afford better shopping facili- 
ties for its patrons. Miss Dorothy and 
her sister, Mrs. R. E. Gallagher, pro- 
prietors, have made a specialty of 
properly fitting children’s shoes and in 
addition to a very complete stock of na- 
tionally advertised footwear for infants 
and juniors, cater to ladies who are 
looking for the smart “comfort” shoe 
for sport or home wear. Hosiery for 
boys and girls is also featured. 





40-44-48 Hour Retail Work 
Week Is Forecast 


[CONTINUED FROM PAGE 15] 


than was then in effect in the Presi- 
dent’s agreement, namely, 40 hours. 

“The combined agreement of Aug. 5 
acceded to the Administration’s demand 
and thereby we secured better condi- 
tions for the trade than those in the 
President’s agreement which was then 
in effect. In signing this temporary 
code, however, it was stipulated that 
the combined group would demand 
longer hours in their final code. 

“We have documentary evidence to 
prove the fact that we had been work- 
ing for a 48-hour clause then and dur- 
ing the preparation of the permanent 
agreement. 

“When we were unable to convince 
the other five groups of the justice of 
this stand, we filed an amendment to 
the code for 48 hours and submitted it 
to General Johnson prior to the hearing 
on Aug. 22, and vigorously fought for 
this amendment on the floor of the 
public hearings. 

“It is therefore quite evident that 
the position of the National Shoe Re- 
tailers Association and that of the Na- 
tional Council of Shoe Retailers has 
been very similar in regard to the mat- 
ter of store and employee hours. The 
combined pressure of one association 
working from within and one from 
without the ranks of the six groups 
that sponsored the code on which the 
hearings were based, undoubtedly had 
a very considerable part in convincing 
the Administration of the justice of the 
contention of the entire retail shoe in- 
dustry for a work week of 48 hours. 

“During the many weeks of nego- 
tiations undoubtedly some errors have 
been caused by misunderstandings and 
not by the fair objectives that we both 
have in view. 

The fact that both associations have 
now signed the final code is conclusive 
proof that their purposes are the same 
in protecting the best interests of the 
entire retail shoe industry under the 
operation of the NRA. 

“The N.S.R.A. wishes it known that 
the recent negotiations and the organ- 
ization work of the N.S.R.A. have been 
carried on largely by young, enthusi- 
astic men, who are keenly interested in 
their local, State and regional associ- 
ations. Through their suggestions, per- 
manent Washington headquarters have 
been established, which will render a 
useful service to all members. 

“Contacts will be maintained with 
the proper officials of the NRA and it 
is planned to disseminate semi-monthly 
bulletins to all members giving inter- 
pretations, rulings and information 
concerning the code, as well as any 
contemplated changes as soon as they 
are issued by the Administration. 


‘ 





“The Washington headquarters will 
also be in a position to give its mem- 
bers any information or service re- 
quested. 

“The N.S.R.A. received wonderful 
support from every State in the Union. 
Every regional, State and local asso- 
ciatien promptly came to the front in 
supporting the N.S.R.A. 

“The State membership administra- 
tors and their aids, the hundreds of 
deputy membership administrators in 
every State, responded to the call for 
cooperation as one man and all did 
yeoman work in their respective States 
and districts. 

“Supplementing this work was that 
of hundreds of individual shoe retail- 
ers, who came forward with deeds of 
action and words of encouragement. 

“This marvelous marshalling of the 
forces of the retail shoe industry with- 
in a few days was what sustained the 
N.S.R.A. in its work on the code and 
in its contacts with officials of the Ad- 
ministration. 

“At all times the N.S.R.A. had but 
one thought—the one that carried it to 
success—of securing what the retailers 
of shoes justly deserved in the matter 
of a work week that, in all fairness, 
should have been given them without 
the strenuous battle the N.S.R.A. was 
called upon to make in their behalf. 

“But ‘sweet are the fruits of vic- 
tory,’ as the saying goes, for we 
achieved what we set out to obtain in 
the matter of a right work week for 
our constituency. 

“To one and all the N.S.R.A. ex- 
tends its profound thanks and grati- 
tude.” 


Meyer Made Sales Manager 


Art Meyer has been appointed sales 
manager of the Amesbury Shoe Com- 
pany of Lynn, Mass., succeeding Manny 
Sulkis, who is entering into the shoe 
manufacturing business for himself. 
Mr. Meyer, who is a well-known shoe 
man, has been for the past nine years 
with Capitol Shoe Company of St. 
Louis. In addition to his duties as sales 
manager for Amesbury he will have 
charge of the styling of the line and 
will sell Amesbury shoes in the larger 
centérs throughout the country. Mr. 
Meyer has added three new salesmen 
to the Amesbury staff—C. E. Vantrees 
will cover Missouri, Kansas, Oklahoma, 
Nebraska and Iowa; John T. Carroll 
will cover Pennsylvania, Maryland, 
Delaware, District of Columbia, Vir- 
ginia and Southern New Jersey, and 
H. T. Silvertone will be on the West 
Coast. 
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Fit Feet Properly; Please 
Every Customer 


[CONTINUED FROM PAGE 26] 


Mark store, are obliged to go through 
with a pretty rigorous course of 
sprouts. They are first required to dem- 
onstrate their knowledge of shoe fitting, 
foot mechanics and customer handling 
to the satisfaction of Herman Triebitz 
and Arthur Schultz. Then comes a two 
weeks’ trial period in which no shoes 
are sold by the new man. If all goes 
well, he is given a job. This does not 
happen very often. In fact it was just 
seven years ago when the last man was 
added to the staff. 

Hours are considered good, that is 
when compared with lower East Side 
standards. Open every night until 9 
p. m. except Sundays when the closing 
hour is 5 p. m. Most of the stores in 
this section are open until midnight 
every night, with Sunday the best 
trading day of the lot. This goes for 
the large department stores as well as 
the large chain branches. 

Card records prove that a full 90 
per cent of the store’s customers return 
in due season to buy more good fitting 
shoes. The 10 per cent that move away, 
or die, is relatively small for any store. 
At that, a goodly number of people or- 
der shoes by mail. That is where the 
stock of 100 per cent staples gets in its 
fine work, as well as the wide complete 
size range. People just cannot seem 
to get fitted out of stock in many stores 
so back they come. 

When a shoe is put in the Tree-Mark 
stock, there is a definite sales and fit- 
ting reason for its being there—a rea- 
son so sound that the shoe is there for 
keeps. Some lasts and patterns have 
been in stock since the store originally 
opened. The salability of these particu- 
lar shoes is even better today than it 
was 17 years ago, due to the momentum 
gained through selling them day after 
day all this time. 

A shoe or sales check is never 
stamped, “Fitted short, customer 
informed,” or any like message of 
warning. Unless the shoe fitter is posi- 
tive a shoe is absolutely right for the 
foot in front of him, he does not allow 
the customer to take it. A customer is 
not allowed to dictate the size to be 
bought. Then, too, when in the judg- 
ment of the fitter a wrong last is 
chosen, the right last best suited for 
that customer’s foot and needs is taken 
or none at all. Pretty high minded you 
may think, but reread that paragraph 
relative to the sales record. Only a 
store which has developed customer con- 
fidence to the Nth degree can success- 
fully cope with situations in like man- 
ner. 

Some interesting bits from the store’s 
publicity as promulgated by Herman 
Triebitz, the establishment’s executive 
officer: 

“Good feet deserve good shoes.” 

“Bad feet must have good shoes.” 

“Guard your general health through 
periodic foot examination by our 
chiropodists and podiatrists.” 
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QUALITY 87 


LEATHER CLOTH 
THAT RINGS THE 
CASH REGISTER 











ZAPON QUALITY 87 is strictly a 
slipper fabric. It has the proper weight 
and pliability that makes it easy to 
work. Aft the same time, QUALITY 87 
has beauty and durability that sells 
briskly and wears long. It takes all these 
qualities to make a winner. You are 


sure of them with ZAPON QUALITY 87. 
* 


This first suede-like fabric has no 

| equal for slipper uppers. Its rich, 
ZARIN luxurious tone makes IZARINE a lively 
seller to women the country over. If you are not 
fully familiar with this popular fabric, be sure to 


look into its opportunities at once. 


“The Standard of Quality Since 1884” 


ie ZAPON COMPANY 


A Subsidiary of Atlas Powder Company 


er 


STAMFORD 
CONNECTICUT 
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A Woman Succeeds in 
Selling Men's Shoes 


They do not call her Mary! 

They do not call her Miss Boyle! 

They call her Mary Boyle! 

This explains why Mary Boyle has been able to 
build up a shoe store at 244 S. Western Avenue, Los 
Angeles, with as many men customers as women cus- 
tomers. That has in it the psychology which tells you 
why Mary Boyle came through the three years of 
depression with her rent always paid on time, all her 
bills discounted and with as many customers now as 
she had in 1930. She has no men clerks. 

‘the term “Mary” would show too much familiar- 
ity. The term “Miss Boyle” would show too much 
distance. The term “Mary Boyle” shows that this 
woman is accepted on a straight business basis. 
When business is business who cares whether the 
sales person is a man or a woman? Mary Boyle is 
regarded as an institution! 

Mary Boyle is a hale fellow in her community and 
takes her stand in merchants’ association meeting 
with the best of them, when she meets a customer, or 
an acquaintance who should be a customer, on the 
street, it is “Hello, John,” and “Hello, Mary Boyle!” 

“There is another thing,” says Mary Boyle, “and 

that is this—a standard brand of shoes. A woman in 
building a man’s store must at the beginning put in 
a stock of shoes that men know about and a certain 
number at least want from the beginning. If you 
get a few and have the right personality and right 
attitude there is nothing to stop you from getting 
more. : 
“A woman shoe store proprietor has a good lever- 
age also in men’s wives and children. Treat them 
right, let them know that you have good_shoes for 
good men and they will tell their husbands and 
fathers.” 

Mary Boyle has through the entire depression 
period maintained quality in shoes and a reasonable 
price level. She has absolutely refused to cut away 
down in order to sell, and now with prices coming 
up she refused to take advantage of the situation and 
jump her prices too high. She is maintaining a rea- 
sonable level. “I can not begin to tell you how much 
this reasonable price level has helped the prestige of 
this store with the men of the community,” says Mary 
Boyle. “Neither in good times nor bad have I had 
anything in the way of a business principle that 
needed either explanation or apology. The men sim- 
ply have all the confidence in the world in this store.” 

Mary Boyle has had 30 years in the shoe business, 
15 in Denver as head Of the department in a large 
store and 15 in Los Angeles as proprietor of her own 
store. 
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LOCK 











1 The GOODYEAR LOCKSTITCH 


GOODYEAR OUTSOLE RAPID LOCKSTITCH 
MACHINE — MODEL O : 






GOODYEAR 
LOCKSTITCH 





: 
Ti 
WY 


CCITT LLY 


GOODYEAR attaches the sole to 
the welt on the. outside of fhe shoe 














seam for Sole Attaching is the seam of 
quality. It has stood the test of time. 
There are two outstanding lockstitch 


seams now in use on modern footwear. 


anna! 


Dong 


LOCKSTITCH SEAMS are flexible and 
will hold securely all types of soles 
commonly used on footwear 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 







The 


STITCH 











2 The LITTLEWAY LOCKSTITCH 


WGC SOLE STITCHING MACHINE 
— MODEL C : 






LITTLEWA 
LOCKSTITCH 





LITTLEWAY attaches the sole, upper 
and insole on the inside of the shoe 
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The... 


NON-MARRING 
NON-SKIDDING 
QUIET HEEL 


Insures 


COMFORT 
with SECURITY 






































Made just for 
SLIPPERS 











; LOOKING | Keyscroll 


Trade-mark 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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NATIONAL NEWS 


SATURDAY, SEPTEMBER 2, 1933 


EVERY WEEK 








RETAILERS ADAPT VARIED PRICE POLICIES 





New York—Retail shoe prices for 
the immediate future are causing real 
concern to nearly every retailer of 
shoes. The question of just where re- 
tail prices will land is yet a matter 
of conjecture. 

Several retailers have made public 
their policies. A few are selected at 
random. Of the larger operators, 
Thom McAn announces provisional 
prices of $3.50 for the women’s shoes 
and $3.00 for the men’s. Wise prices 
are $3.35, $3.95 and $5.00, with more 
emphasis on the top grades. 

New Fall prices for Feltman & 
Curme will average between $3.45 and 
$4.45 according to Charles Feltman. 
He said: 

“My experience has been that people 
will buy on a rising market,” in speak- 
ing of the coming prospects. 

This probably will be especially true 
of buyers who are inclined to lay in 
a stock of staples on a rising market. 
With women’s footwear where style en- 
ters in to such a great extent it is hard 
to tell ahead just what is going to 
happen during the coming few months. 

Stocks here are already purchased 
for the next three months, is his re- 
port. : 
Mahlon N. Haines who operates 47 
popular priced shoe stores in and 
around Pennsylvania, said from his 
main office in York, Pa., that even in 
the face of advancing prices for shoes, 
retail prices in his chain will remain 
unchanged, until January 1, 1934, at 
least. 

This policy will be maintained, Mr. 
Haines states, notwithstanding ad- 
vance in wholesale prices which may 
be made in that time. 

Advantage will not be taken of the 
present opportunity of advancing re- 
tail prices in accordance with the trend 
of the trade. 

Mr. Haines stated he has adopted 
the policy to help in the recovery move- 





ment and to aid those who return to 
work laden with the backwash of a 


long period of depression. 


From the Coast 


Particularly. interesting is the com- 
ment of Paul Kirsch, buyer of better 
shoes and bags for Gude’s, Los 
Angeles. Prices on the new Fall lines, 
he states, do not show any marked in- 
crease over those prevailing in the 
Spring, for the better grades. The 
present price line ranges from $7.50 
to $14.50. This is attributed to the 
fact that Eastern markets were visited 
earlier in the Summer and orders were 
placed prior to June 15, and that at 
the time of purchase there had been no 
perceptible advance. It is a policy at 
Gude’s to pass on to the customer what- 
ever benefit there may be due to ju- 
dicious buying. This policy holds true 
in the present instance. What may pre- 
vail in later offerings the management 
is not prepared to state. 

In checking the city of Providence, 
R. I., a uniformity of opinion pre- 
vailed. 

The great fear right now, according 
to F. E. Ballou, is that prices might 
possibly get out of all reasonable 
bounds, so that they will be too high 
for the public. It is dangerous to jump 
a $5.00 shoe to $6.50, but if a shoe is 
offered at the old price of $5.00, it 
must be one that will stand the price, 
observed Mr. Ballou. Continuing, he 
said, “We must remember the public 
has no great amount of money to spend. 
Those lines on which we have estab- 
lished prices will be kept at those prices 
as long as possible, for many folks have 
come to look to us for footwear at these 
prices.” 


Should Not Speculate 


“We believe that sound retailers 
should not speculate on the present 





market,” asserted George F. Peirce, 
Jr. “Anticipate normal amounts. 
Yes. But no speculating. Right now 
we are averaging our retail prices. 
Take our women’s prices, for instance. 
These ran $6.50, $8.50 and $10.50. We 
will continue to have these prices and 
possibly a few $12.50 shoes. Even add- 
ing a $9.50 line is a possibility. It 
may mean—and very probably will 
mean—that we will bear down harder 
on the $10.50 grades than last season. 
The men’s and children’s departments 
have been not disturbed much as yet. 
We will carry through September at 
our present prices, then I believe that 
conditions will settle down, so we will 
know just where we stand.” 


Never Changes Quality 


“Never have we bought shoes at 
prices and we most certainly do not 
intend to start now,” was the out- 
spoken words of I. P. Perlman of the 
Sterling stores. 

“Our policy always has been, change 
prices, yes, but never change quality. 
Prices in our stores are a reflection 
of the current prices which we pay 
for quality merchandise. Basic prices 
on many numbers will be retained for 
a while. The consumers are not ready 
for sudden large price jumps. If and 
when price raises are necessary, they 
must be easy and gradual. This policy 
of ours is nothing radical. It just 
represents the consumer’s point of 
view. After all, retailing policies 
should be made to answer this one ques- 
tion, ‘Who will make the consumer 
react favorably to us?’” 


Plays Close to Market 


“This shoe department is not com- 
mitted very far in advance,” said John 
T. Manning, buyer for the Boston Store. 
“The principle stock in trade for any 
retailer is to have what the public 
wants when they want it. Price ap- 
peal is of less importance today than 
in several years. Inducements to pur- 





MAKE 
THAT 
“EXTRA PAIR” 
SALE A PAIR 
OF SLIPPERS 


While your customer is in the chair— 
in a buying mood—suggest that he be 
fitted to a pair of slippers. Tell him 
frankly that the new shoes will tire his 
feet at first and that comfortable slip- 
pers should be put on when he enters 
his house at night. Try it—first, by 
having a working stock of Evans’ slip- 
pers and then by talking and displaying 
them. 


In-stock catalog No. 34, showing Turn 
and cement hard sole slippers and a 
new line of soft soles, on request. 


No. 1506—Soft Sole, Black, 
Full Grain, Crepe Lined 
Opera. In stock $1.50 





No. 1436 — Evans Standard 
Hand Turn Black Kid Opera 


Patent Trim. Leather Heel. 
In stock 5-13 C, EE... .$2.40 





L- B- EVANS' SON 
COMPANY 


WAKEFIELD, MASS. 














| chase through price alone; is just bally- 
hoo. And no one knows this more than 


the dear public. 

“This store has retained its name and 
reputation during the past years from 
selling dependable merchandise at a 
fair price. Certainly we do not in- 
tend to sell our birthright now at this 
late day. Living costs have advanced 
quite rapidly the past months. We will 
retain old established price lines while 
we are building new ones. In other 
words we will follow price advances, 
rather than anticipating them.” 

E. Smoolins is the shoe buyer at 
Gladdings and he is of a most optimis- 
tic frame of mind. Retail prices here 
are $8.50 and $21.50 and the way that 
Smoolins senses the situation in refer- 
ence to his own store’s trade is—to 
quote, “Say a woman is buying a $6 
shoe and that she jumps to $7 or 
$8, I believe she will go to a store 
which has had established prices of 
$8.50, rather than pay an advance at 
the other stores. There is not a whole 
lot of chiseling in our grades, so no 
great price upheavals are anticipated. 
It may be that we will swing somewhat 
stronger on the $10.50 grades than 
heretofore, for most all customers ex- 
pect to pay somewhat more for their 
footwear.” 


Store Ranks Editorial Mention 


AuGusTA, GA.—When a shoe store 
that is a consistent advertiser breaks 
into the news section of a daily paper, 
that’s routine, but when the editor of 
a newspaper gives a local store a 
double-column editorial, that’s news. 
The following editorial appeared in 
the Augusta Chronicle: 


A Community Institution 


Back in 1916 a very modest shoe 
store was begun in this city by two very 
progressive shoe men. This diminutive 
establishment has grown into one of the 
greatest stores in the entire South and 
as faras Augusta is concerned has be- 
come a community institution. 

The Chronicle is very happy to re- 
cord the progress of Saxon-Cullum 
Shoe company because in doing this we 
not only call attention to what two 
wide-awake progresive Augustans can 
do, but we are also recording progress 
in the community. 

When a shoe store comes to be such 
ax establishment as the new home of 


Saxon-Cullum Shoe company, then it 


\ becomes a matter of community pride 


and we know that there is not a single 
contemporary of this firm in the shoe 
business of Augusta that will not gladly 
coincide with the statements of this 
newspaper in paying tribute to the 
great store. 

When any store in any line attains 
the success and magnitude that Saxon- 
Cullum Shoe company has in its shoe 
line, it means that such a store will 
draw people to Augusta from a wide 
trading radius. Augusta has other 
stores in other lines of a similar char- 
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acter but at this moment we are draw- 
ing attention to Saxon-Cullum because 
it will soon formally open in its mag- 
nificent new home in the heart of 
Broadway’s busiest shopping section. 

The story of the growth of Saxon- 
Cullum Shoe company, headed by 
Messrs. G. Allen Saxon and St. Julian 
Cullum, is a romance in the business 
life of Augusta and proof that there 
is opportunity here for those who are 
aggressive, energetic, capable and 
honest. 

Messrs. Saxon and Cullum are too 
well known to this community for us 
to elaborate on their personal qualifi- 
cations. Suffice to say that they have 
by brains, energy, business ability and 
character built a great store that is a 
community asset. 

Newspaper advertising has been one 
of the main factors in the outstanding 
success of Saxon-Cullum Shoe company 
and both Messrs. Saxon and Cullum 
and their large force of between 
thirty and forty people all pay tribute 
to what the newspapers of Augusta 
have done to make a small shoe busi- 
ness become a shoe emporium of such 
size and dignity that there are none 
that can equal it in the entire South. 


Large Attendance Indicated 


ALBANY, N. Y.—The management of 
the Hotel Ten Eyck announces that 
all the rooms of the floor reserved for 
shoe displays during the two days of 
the New York State Shoe Retailers As- 
sociation convention, Sept. 11 and 12, 
have been disposed of, and that late 
comers will have to show their sam- 
ples on other floors. The advance reg- 
istration of shoe retailers, Chairman 
T. Arthur Cohen reports, is by far the 
largest in the history of the association. 
He estimates the attendance at more 
than five hundred. Rooms in other 
hotels are now being reserved. 


M. T. Shaw Signs Blanket Code 


COLDWATER, MicH.—M. T. Shaw, Inc., 
well-known manufacturers of men’s 
shoes with factory here, have signed 
the President’s blanket code. The 
schedule of hours and wages, as pro- 
vided therein, was put in effect in the 
Shaw organization August 1. 





New Department Store 


HAWKINSVILLE, GA.—The Poole Com- 
pany is the name of a new business 


organization in this city. It is com- 
posed of W. W. Poole, Sr. and W. W. 
Poole, Jr., who will act as general man- 
agers and buyers for the modern de- 
partment store which they jointly es- 
tablished. They will feature popular 
price shoes, dry goods, notions, cloth- 
‘ing, furnishings, ready-to-wear and 
millinery. The announcement of the 
new firm, which opened last week, car- 
ries the line that they will operate as 
| “Spot cash buyers and sellers.” 
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Heads Sheepskin Slipper Assn. 


CuicaGo, ILu.—At a meeting of The 
Sheepskin Slipper Manufacturers As- 
sociation held in this city August 12, 
the following officers were elected: 
President, Arthur Berg, of Athletic 





ARTHUR BERG 


President of the newly formed Sheepskin 


Slipper Mfrs. Assn. 


Shoe Co.; Secretary-Treasurer, Fred 
Pfaff, Advance Woolskin Shoe Co.; Di- 
rectors, Louis Golden, B. & B. Shoe Co.; 
Burton Price, Midwest Slipper Co., and 
J. W. Walder of the Midwest Shoe Co., 
all of Chicago. 

The object of the new association is 
to make for closer cooperation and for 
the elimination of unfair trade prac- 
tices. A code of fair competition was 
drawn up. Hours in the code are the 
same as the National Boot and Shoe 
Manufacturers Association except as to 
hours, which are 32 hours per week for 














the first six months of the year and 48 
hours for the last six months of the 





year. 


Douglas Chain Grows 


PHILADELPHIA—The W. L. Douglas 
Shoe Company opened its sixth Phila- 
delphia retai) store, at 1224 Market 
Street, this week. This is the com- 
pany’s 127th store. 

Charles T. Abell, district manager 
for the company, announced that in- 
creased business over last year. and the 
prospects of continued business had led 
to the opening of the new store. He 
also said that the NRA code would be 
signed for the store immediately, and 
that the store would open with ten em- 


ployees. 








ORDINARY PANCO 


HEEL STA-TITE 


| WEAR | 
LIMIT 


explaining why 


PANCO STA-TITE HEELS 
APPEAL TO CUSTOMERS 


First, Panco Sta-tite heels mean neater looking 


shoes because the exclusive and original 
method of attaching assures a permanently 


tight joint at the heel base. 
Second, because the Panco Sta-tite method does 


not use washers, approximately fifty per cent 
more material is available for wear. 





Lastly—Panco Sta-tites have an attractive, taste- 
ful design—are of excellent quality—cost no 
more than ordinary rubber heels—and will 
not track dirt. Specify them on your next 
order! 


PANTHER-PANCO CO., Inc., CHELSEA, MASS. 


PANCO 


OTA-TITE 


CACHES) 
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WHERE TO BUY 
Men’s Shoes 





ance 
MEN’S FINE SHO 
ou COLONY SHOE co. * aRocKTON 


Marbridge Bldg. e 10 High St. 








ORIGINAL 


DrJl 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Inc. 








Shoes Now Retail $8.50 Up. 
A. E. NETTLETON CO. 














Richards & Brennan Ceo. Randelph, Mase. 


PPIDPIDPA PARAM: 
EVANS—STANDARD SLIPPERS 


Genuine Hand Turns 
ake  Somentes Soles 
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Send for Catalog 





ne, ia 


inert orn 














Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 2, 1933 





SOMETHING NEW IN MEN’S FALL SHOES 


New York, N. Y.—Dressy street shoes made of Calluna Goat are being shown in 


some of the smart stores. 


cast in the shoe and in brown. 
both sport and dressy types. 


They come in both black, which by the way has a steel grey 
The new grain interest makes the leather adaptable for 





A Fall Style and Price Story 


[CONTINUED FROM PAGE 19] 


Prices are from $7.85 to $14, with 
the $9.50 and $10.50 prices getting the 


most action. 
* * * 


Many of the smart Fall shoes at 
Cammeyer’s are being held until after 
Labor Day, but H. S. Hart has two 
early birds that show considerable in- 
terest. He particularly likes the recep- 
tion accorded ~ new Theo open shank 
black suede with its fine grain lizard 
bandings and pipings. Ribbon ties and 
21/8 Continental heels complete the 
picture. 

A new four-eyelet suede—both black 
and brown—with an inlay of Boa to 
match at the throat, tip and heel looks 
especially smart. High cut oxfords 
have good possibilities, Mr. Hart be- 
lieves. His has always been a pump 
house, but for the Fall he has a much 
larger selection of oxfords than usual. 
It is to be a real pattern year, be 
believes. Eel gray in both suede and 
kids have good possibilities. 

Plain pumps start at $12.75, while 
pattern slippers run up to $20 and 
better. 

* * * 


In Lord & Taylor’s windows will be 
found a good ensemble showing of eel 
gray suede in both pumps and three 
eyelet oxfords. The shoes are shown 
with bags, hats and gloves of the same 
shade. These shoes have leather heels 
which puts them in the semi-sport class, 
yet they have some dress features so 





are suitable for afternoons. They carry 
a 20/8 heel. A black satin “Twillo” 
one eyelet step-in is also shown in an- 
other case. 

x ok & 


Most of the high style shoes at the 
Parisian Bootery are designed right in 
the store, according to proprietor Al- 
bert Taub. One that has not been suc- 
cessfully copied as yet is a patent 
trimmed suede T-strap open shank with 
a 21/8 heel. A suede six-eyelet oxford, 
patent trimmed with inlays of pleated 
leather to match carries a 21/8 heel 
also. 

Taub is showing some smart genuine 
Russian reindeer opera pumps to his 
better trade which they like. Little 
black satin opera pumps and one eyelet 
ties for street wear are a new thought. 

Plain shoes start at $10.75 to $27.50 
with the play at $12.75 and $16.50. 


* * * 


De Pinna has always featured sport, 
tailored and college shoes, so one of 
their best bets is a Prince of Wales 
sport oxford right now. This is made 
of scratch proof leather with a Duflex 
nap sole. Oxfords are strong here, 
buyer W. N. Simerson says, next comes 
pumps and he has no straps whatever. 
He is keeping away from the real wide 
toes but is playing the round lasts 
to good advantage. What he especially 
likes is a sweet little three-eyelet tie, 
suede, with a 18/8 Continental heel. 
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O. E. THORP 


well known head of the great Turrell shoe 

store, Seattle, Wash., and recently elected 

President of the Pacific Northwest Shoe Re- 
tailers Association 








TRADE LITERATURE 











“The Cat’s Out of the Bag,” Selby 
Shoe Co., of Portsmouth, Ohio, tells its 
retail dealers in presenting an elabor- 
ate brochure setting forth in detail its 
plans for advertising for the Fall sea- 
son. The plans include newspaper and 
national magazine advertising intended 
to reach 14,863,477 women, all of it 
centering around the Arch Bridge fea- 
ture as incorporated in Arch Preserv- 
er shoes for women. 

One of the most interesting and sig- 
nificant features of this presentation of 
Selby advertising plans is a confiden- 
tial report on various types of retail 
shoe advertising based upon tests made 
in Pittsburgh, Pa. and Columbus, Ohio. 
This report gives comparative figures 
and percentages showing results from 
different kinds of advertising, such as 
newspapers, government postal cards, 
telephone solicitation, radio broadcast 
advertising, etc. The results are tabu- 
lated as to different types of stores, 
including department stores, specialty 
shoe shops and exclusive shoe stores. 
The tests are illustrated in a series of 
interesting charts and graphs. 

The brochure also explains the Selby 
dealer helps, including window display 
and advertising material, and an- 
nounces the rules for the Selby Window 
Display Contest which closes Nov. 1. 


Adds Shoe Department 


JASPER, ALA.—The entire second floor 
of the building occupied by Weinstein’s 
is being remodeled and will be devoted 
exclusively to a family shoe depart- 
ment. 











Given 25% Wage Raise 


Dover, N. J.—Employees at the 
Gotham Hosiery Mills in this place and 
Wharton have been given a 25 per cent 
increase in hourly wage rates. Work- 
ing hours have been reduced from 48 
to 40 for union affiliates, the only em- 
ployees affected by the code. The net 
pay increase is 4.6 per cent over that 
for the former six-day week. There 
are between 600 and 700 men, women 
and girls employed in the mills. 





Wohl Branch Opens 


Fuint, MicH.—The Wohl Shoe Com- 
pany of St. Louis has opened a store 
here at 452-454 South Saginaw Street, 
to be known as the Vanity Slipper 
Shop. The store has 2500 sq. ft. of 
floor space and has chairs for 36 pa- 
trons. Women’s shoes are handled ex- 
clusively, at two prices, $2.95 and 
$3.95. The store is managed by C. H. 
Ackerman, who came here from Kline’s 
in Detroit. He is being assisted by 
three regular clerks, and three -extras 
will be hired for Saturdays. 





Davis Shoe Salon Moves 

BIRMINGHAM—The Jack Davis Shoe 
Salon, of the newer quality shoe stores 
here, has announced the removal to the 
new home of Caheen’s round Sept. 1. 
Caheen’s, one of the most prominent 
department stores in the South, is mov- 
ing to 1919 Third Avenue, North. 

The Queen Quality people who have 
held the lease for Caheen’s shoe de- 
partment have given up the lease and 
will leave the Birmingham field, ac- 
cording to present reports. 





Reopens Shoe Department 


Newark, OH10—The King Co. large 
department store has re-opened the 
shoe department on the main floor 
with E. L. Gonham, formerly manager 
of the Newark Walk-Over store in 
charge as manager. A complete line of 
shoes has been installed including True- 
Step, Cinderella, Virginia Lee and 
Tread-Easy lines. The shoe depart- 
ment in the basement of the King store 
has been restocked. 





To Open Shoe Department 


BALTIMORE, Mp.—Dalsheimer’s, 213 
North Liberty St., plans to open a 
new shoe department on its second 
floor early in September, following 
necessary improvements. Dalsheimer’s 
is one of the city’s leading exclusive 
women’s shoe shops. 





Doubles Shoe Selling Space 


ATLANTA, GA.—The Davison-Paxon 
Company has doubled the space form- 
erly occupied by the women’s shoe de- 
partment, on the second floor. The de- 
partment has also added a line of cor- 
rective shoes. 
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LR. MAIL CARRIER’S 
SHOE 


Worn by mail carriers 
in every state in the 
Union. Great for fit and 
comfort. 






















IN STOCK 
ze 


Made to order at small 
extra charge 






















Width Sizes 
Giccsccads 13, 14 
aoe cawe 13, 14, 15 






















BILL 
No. 1 Last 





10c. per Pr. extra west of Denver 


A plump veal Kip upper leather. I[!-iren non 
silp Gro. Cord outer sole, grain leather middle 

ny ay rubber heel, weatherproof welt, 
grain leather + aed counter. pocket and 
back stay and steel arch support. 


QUICK SERVICE 
“FILLIN” STATIONS 


















Smith & Herrick Co Branch pte yy tne. 
= ATLANTA, GA. Os —, a. 
% Gromiing & Collinnworth Stewart Dawes Show 
wl ME. 
















‘BRISTOL, TENN 
King Bros. Shoe Co. Harwell & Co 
CHARLESTON, W. VA NEW YORK, N. Y. 
W. L. Smith & Co “A 1. Show Shoe Co. of Mew Tort 
CHICAGO, ILL OSHKOSH, WIS. 
H. Brandt & Sone H.C. Roenita Co 
CHICAGO, ILL PEORIA, ILL. 
Keehn Bros. John Moser & Som 
CHICAGO, WL PA 
R. L. Pennington Gell, Walt & Co. Ine. 
CLEVELAND, O. PITTSBURGH, PA. 
Tha Whitney-Roth Shoe Co Newell & Schneider Co 
DENVER, COLO. SAGINAW, MICH 
« “The 408 P. Dunn Shoe & Leather Co Michigan Shoe Co 









Tandy . 
GRAND RAPIDS. SPOKANE, 
Hoetstre Shoe Co. The Adems Leather Co. 
HUNTINGTON, W. VA. INGFIELD, 
The Jeff Newberry a4. T. Show Shoo Co. of New England inc. 
TOLEDO, 
a EP. Bayless Ainwworth Shoo Co. 
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COLDWATER, MICH. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


6 6h Pe 


W. 8S. CHASE & SONS, INC., 
WAVORHILL: MASS. 


tn Steck Men's Full Leather Lined 
Handturned Slippers 


Priced from $1.35 


Kid Pullman Slippers 
colors and black with 


Snap Pocket $1.25 
Zipper Pocket $1.50 
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WHERE TO BUY 


Children’s Footwear 


O66 A 8 8 hy 





MRS. DAY’S IDEAL BABY SHOES 
infants’ Seft Soles... 
intermediates 
Flexible Hard Seles... 

Send for In-8took 
Catalog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 
Danvers, Mass. 
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WHERE TO BUY | 
Shoe Trees 


Adjusting Shee Trees. 
le squeeze inserts or 
* Write fer unique 


SIMPLEX SHOB 
TREE COMPANY 


5 W ADAMS $7, CHICAGO 


WHERE TO BUY 


Riding Boots 


| RIDING BOOTS 
* IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Fieid 
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SCHIAPARELLI SELECTS NEW FALL MODELS 





PaRIs, FRANCE—Two new shoes se- 
lected by Schiaparelli which are shown 
in the above illustration are both made 
by Walk-Over. The one on the left is 


| the JEWEL inverted V-strap of black 


kid with patent and pewter trim which 
gives the foot the high ankle look in 
keeping with high neck and shoulder 
interest. The marine wool coat with 
black sealskin collar is worn over a 
dress of marine blue “Treebark.” Note 
the interesting use of black sealskin on 
dark blue wool and how these contrast- 
ing surfaces are repeated in the kid 
and patent shoe; and—the gayety of 





the coat collar tie that is reflected in 
the unusual strap treatment. 

The young lady on the right is wear- 
ing a black suede DOREE T-strap with 
two-tone kid trim. Straps have a new 
importance giving the high ankle look 
in a more formal manner with this 
afternoon emsemble. The coat is of 
black broadcloth with rich suede-like 
finish, worn over a black silk dress in 
a fabric of unusual elegance. A black 
and white heavy ribbon borders the 
neckline and carries out the note for 
formal simplicity in the shoe. 


ra 





Price Advance Likely 


RocHEstTer, N. Y.—Price advances 
for Rochester made shoes were con- 
fidently expected this week as district 
factories speeded up production to the 
highest point in years and began to 
follow the blanket recovery code at the 
same time. 

It seemed likely this week that 
Rochester manufacturers soon will 
have the opportunity of restoring 
prices of their quality shoes, cut last 
year to meet competition. Some qual- 
ity shoes after the cut averaged $6.50 
to $8.50 a pair. Restoration of prices 
is regarded as necessary to maintain 
quality standards and keep the indus- 
try here on a high plane. 





Columbus Sales Up 


CoLuMBus, OHIO—A marked increase 
in sales has been noted during the past 
three weeks both in exclusive shoe 
stores and in shoe departments of de- 
partment stores in Columbus. This is 
attributed not only to the fact that 
many of the stores are showing Fall 
merchandise, but also to the fact that 
general business conditions have im- 
proved materially. 


Buys a Factory 


MANCHESTER, Mass.—M. Sibulkin 
Shoe Co. has bought the Eureka fac- 
tory of F. M. Hoyt Co., and will start 
it up in September for the making 
of women’s shoes. 
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Price Advance Imminent 


BostoN—Shoe prices must be again 
advanced, this time to absorb the 
twenty per cent wage increase given 
recently to shoe workers in Boston, 
Chelsea and in the Lynn and Haver- 
hill districts. This advance will be in 
addition to the already announced in- 
creases following the big upward 
surge in the cost of leather and other 
raw materials. 

Nor is there, according to Lewis C. 
Hulbert, of the Eastern Shoe Manu- 
facturers’ Association, any guarantee 
that this new level will be permanent, 
as the maximum number of hours 
which employees can be worked per 
week has yet to be decided definitely. 
Under the blanket industrial code, fac- 
tories are using forty hours as the 
maximum; but employees, Mr. Hulbert 
points out, are agitating for thirty, 
with the probability that when the 
smoke of battle clears away, the level 
will be found to have been set at about 
thirty-six. With present labor costs 
based on a forty-hour week, any de- 
crease in the hours of work per week 
will naturally bring in its wake an- 
other jump in production costs. 

At present, and in the absence of 
any general average, Mr. Hulbert esti- 
mates that the labor cost of both Mc- 
Kay and Littleway shoes (which con- 
stitute the biggest part of the produc- 
tion in the districts under discussion), 
is about one-third of the selling price 
of the shoe. 

One-third, expressed in terms of 
percentage, is thirty-three and one- 
third per cent. Therefore, if labor 
goes up twenty per cent, as it has, the 
cost of the shoe made by that labor 
goes up between six and seven per 
cent. In other words, if a shoe made 
under the wage scale prevailing be- 
fore the recent increase, sold for $3.00, 
in order to absorb the twenty per cent 
labor increase, it would be iecessary 
to price it at about $3.20. All of which, 
as has been pointed out, is in addition 
to increases already asked because of 
increases in the cost of raw materials 
with which everyone is familiar. 


Adds Women’s Shoes 


BALTIMORE, Mp.— The Diamond 
Brothers’ women’s specialty shop, 15 
West Lexington St., plans to open a 
women’s shoe department on its main 
floor early in September. It will oc- 
cupy section formerly devoted to 
dresses. Diamond Brothers is the lo- 
cal branch of the Diamond Apparel 
Corporation of New York city, which 
is headed by Emil Horwitz, president. 


Pizitz Remodels 


_ BirMINGHAM, ALA.—The ladies’ and 
children’s department at Pizitz has been 
remodeled with the children’s depart- 
ment having been removed to the rear, 
allowing more room in the front for 
ladies’ shoe space. 
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YOU WALK ON A CUSHION OF AIR 


Tatking points... 
pevveey always important in 


retailing shoes... 
are now imperative 


wv 


The public, at a high pitch of 
suspicion, is determined to check 
values as never before—and only 
demonstrable features of value will 
convince. 


AIR-TRED SHOES 


have just such points. The resilient comfort con- 
struction can be seen and felt and immediately 
appreciated on your selling floor. The material 
value of Air-Treds has always been evident—and 
is backed by a long-standing reputation for fair 
dealing. Furthermore—there is the assurance 
always associated with a branded article. The 
name—Air-Tred—is nationally known in the 
trade—and familiar to thousands of women. 


Air-Treds are smartly but sanely styled—a crit- 
ical point with women who are fussy—and an 
important aid to reducing your style loss hazard. 


And lastly, for your convenience, profit and turn- 
over, Air-Treds are generously stocked at the 
factory. 


We urge your consideration of this line at a time 
when its value to you has been multiplied many 
times by economic conditions. 


SHACKFORD 











WHERE TO BUY 
Spats 





BOND STREET SPATS 
—éEnjoy greatest demand 
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Eastman With Neiman-Marcus 


DALLAS, TEX.—Neiman-Marcus Com- 
pany, Main and Ervay streets, has an- 
nounced the connection of Burt East- 
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States have organized for the most in- 
tense concerted campaign. More than 
100,000,000 pieces of literature will be 
the ammunition of this vast army. 
Every block of every city will be cov- 
ered. Towns, villages and even remote 
rural communities will see the blue pin 
signifying a volunteer N.R.A. worker. 





ferred by most retailers Hanger Succeeds Cox Shoe Co. 
because of public demand, 
ice*s tet dame BLOOMINGTON, ILL.—The firm of M. 





J. Cox Shoe Co., 219 Main Street, has 


attractive at margin an 
a. 
TO ME ° . ° 
ATE DELIVERY in ful discontinued business under the above 
name. The new firm name is the 


or 
samples and ‘prices. The 
Williams spe 
Co., Portsmouth, Ohlo 
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WHERE TO BUY 


Women’s Shoes 














THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 


Black Suede 
Brown Suede 
Kaffir Calf 
Patent Leather 
Brown Kid 
Black Moire 
White Moire 
White Kid 
White 
Satin 
Black 
Satin 






















Regent and Seamless 
High Fy yA vy Louls 


ox ETT SHOE CO. 
58 N. 4th St., Philadelphia, Pa. 
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WHERE TO BUY 


Sport Footwear 
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More Shoe Workers Employed 


CoLuMBus, OHIO—It is estimated by 
shoe manufacturing executives that the 
adoption of the code by the five shoe 
factories in Columbus has affected be- 
tween 800 and 1000 workers. Not that 
number has been reemployed but a 
large majority have been advanced in 
wages. About 200 new employees have 
been placed on the rolls, it is believed. 











BURT EASTMAN 


man as buyer and manager of the shoe 
salon. A. L. Elmquist, former buyer 
for this exclusive shoe salon, is no 
longer with the company. 

Mr. Eastman has been in the shoe 
business 13 years, part of this time be- 
ing spent in I. Miller salons in Holly- 
wood. The Neiman-Marcus shoe sec- 
tions are among the finest in the en- 
tire country and attract smart custom- 
ers from Louisiana, Arkansas, Okla- 
homa and Tennessee as well as from 
all parts of Texas. 





“Buddy” Gould in Greenville 


GREENVILLE, Miss.—The Greenville 
Dry Goods Company announced that 
“Buddy” Gould has become associated 
with them and will be found in the 
shoe department of this popular store. 
Mr. Gould has spent 15 years in the 
shoe business, although yet a young 
man. He comes to Greenville from 
Hollywood, where he was with the In- 
nes Shoe Company and the Star Shoe 
Company. 


The Big Drive 


WASHINGTON, D. C.—The greatest 
drive this country has seen since the 
World War began Monday, August 28, 
to put over the President’s Reemploy- 
ment Program. 

Nationally-known men and women 
will lead the army of 1,500,000 volun- 
teers in the coast to coast canvass to 
put a blue eagle in every shop and a 
consumer’s card in every home. 

Communities throughout the United 


Hanger Boot Shop. A. A. Sloan is the 
general manager, while the store’s per- 
sonnel remains the same. 





Holland with Hack 


Detroit—M. S. Holland, formerly in 
charge of the orthopedic shoe depart- 
ment of Walk Over Shoes here for three 
years, is now with the Hack Shoe Com- 
pany in the same capacity. He was 
formerly travelling representative for 
the Scholl Company. 





Shoe Chain Expanding 


BARNESVILLE, OHIO— The Keystone 
Shoe Stores Co., has taken an 18- 
months’ lease on the Carter store room 
on East Main St. where it will open 
a unit of the chain about Sept. 1. The 
company operates 18 outlets in Ohio, 
West Virginia and Pennsylvania. 


THIS WEEK'S BOUQUETS 














Three Generations in One Store 


It is my pleasure to advise you that I 
have been a Recorder reader for 20 years. 

I am going to make it 22 years as you 
will find inclosed check for $4.00 to pay 
for 2 years subscription to the Recorder. 

Incidentally I might say that I am one 
of the oldest shoe retailers in my city, 

vansville, Ind., and perhaps in the State 
of Indiana. I have been in the retail busi- 
ness since 1886. Previous to that I was 
engaged in manufacturing and before that I 
worked on the bench in my father’s shop. 
My age is just 76 years. Another interest- 
ing fact about this store is that associated 
with me at present are two sons, George 
H. and Clarence K. Andreae and my grand- 
son, Arden A. Andreae, who is just out of 
High School and is eager to “Sell shoes at 
a profit.” 





George Andreae, Evansville, Ind. 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 
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shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
‘requently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


DEALERS, CHICAGO AREA: pon tices Street, Chicago, Illinois 


( ) Please send me samples and prices of your Stock 
and Daily Sales Card Record. 


Personal service available on above subjects—also in () Plonge send further particulars regarding personal 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 





WHERE TO BUY 


Brewery Boots 
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"OLD-TIME" 
BREWERY BOOT 


Knee High—No. 610 
15” High—No. 60! 


HEAVY OIL GRAIN 
Perfect Rocker Sole 


Catalog No. 5 


Reece Wooden Sole 
Shoe Co., Inc. 
Columbus _ Nebr. 
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WHERE TO BUY 


Dancing Shoes and. Taps 
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9 PROFESSIONAL 
* KENDALL’S mun * 


IN-STOCK 
Style Ne. 13 





Women's Bises, 2%-3 
sites ** 


Misvee, OUE" 11-3 


te KENDALL SHOE COMPANY y 
HAVERHILL, MASS. 














TAP 
DANCE 
SHOES 


RLACK CALF 
Stock 


PAT. LEATHER 
A-B-e 2); -8 ° 
$1.55 A-B-0 -2 
OWENS SHOE CO. 


589 Essex St., Lynn, Mass. 











Claff & Sons Buy Factory 


BrRocKTON—M. B. Claff & Sons, well- 
known makers of shoe cartons have 
purchased the factory and site former- 
ly occupied by the Hub Gore Company 
on North Warren Avenue, this city. 

It is reported the company will con- 
solidate their two present factories at 
Brockton and Randolph and confine 
their entire production to the new 





factory. 





THE SELLING END 








ALLEN K. UMPHREY 


who represents Vitality Shoes on the West 

Coast and was recently elected the President 

of the Pacific Northwest Shoe Travelers Asso- 

ciation at their sixth annual convention in 
Seattle. 








L. N. Hatch Joins Evans 


It will be of great interest to the 
many friends and acquaintance of L. 
N. (Wally) Hatch to learn that he has 
recently become affiliated with John R. 
Evans & Co., the well-known manufac- 
turers of Evans Leathers. 

Mr. Hatch will spend practically all 
of his time contacting the jobbing and 
retail fields for the purpose of more 
fully acquainting them with Evans 
Leathers and consulting on _ special 
problems the retailer may have. 

The wice experience and acquain- 
tance of Mr. Hatch in the shoe and 
leather field will make his service of 
great value to the retailer and jobber. 

Mr. Hatch makes his home in Malden, 
Mass., but will work out of the Boston 
office of John R. Evans & Co. 


Gow With Curtis 


John Gow, well known to Midwest 
retailers and buyers where for years 
he covered this territory as represen- 
tative of the Peck Shoe Company. is 
now associated with the Curtis Shoe 
Co., of Marlboro, Mass. 

Mr. Gow’s first trip under the Curtis 
banner with the company’s regular line 
and its new Velvetred feature shoe 
brought forth some encouraging orders 
and a most enthusiastic reception from 
his many friends in and about Chicago, 
Illinois, Michigan, Indiana and Ohio. 
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H. R. Levy With Bates 


WEBSTER, Mass.—H. R. Levy, who 
has been on the road for A. Freedman 
& Sons of Brockton, has joined the 
sales staff of the Bates Shoe Co. He 


will cover the same territory as before. 


Ault-Williamson Signs Code 


AUBURN, ME.—Effective August 18, 


‘| the Ault-Williamson Shoe Co. began 


operations under the N. R. A. eagle, 
first of the Auburn factories to put 
into effect the provisions of the tem- 
porary code. Since January 1, officials 
of the company say, the number of its 
employes has doubled and the payroll 
has tripled. Operations under the code 
are expected to boost employment and 
wages even beyond this point. 

Factory hours are to be 44 per week 
for the present, compared with 54 prior 
to August 18, but wage scales are based 
on a forty-hour week without loss of 
income and with the additional four 
hours treated as overtime and paid for 
accordingly. Factory working hours 
are now from 7:30 A. M. to noon and 
from 1 P. M. to 4:30 P. M. for five days 
a week. The minimum weekly wage 
for women operatives is $12; $14 for 
men. 

Charles Ault, president and treas- 
urer, has been ready since August 1 to 
put such a temporary code into effect 
but has been prevented by delay in its 
authorization. He has stated repeat- 
edly that he belives the recovery pro- 
gram sound and is hopeful of its suc- 
cess if industry cooperates. 


Moves to E. Weymouth 


East WeymouTH, Mass.—Barr & 
Bloomfield Shoe Co., formerly located 
in Lynn, have taken over the Geo. E. 
Keith Co. factory in this town and are 
commencing operations. Some 600 shoe 
workers will be employed. 

To get work a person must be a 
resident of Weymouth and former em- 
ployees of the Keith company are to 
be given preference. Signing of the 
lease for the factory took place this 
week in this city. Selectman Joseph 
A. Fern of Weymouth has taken an 
active part in the negotiations. Plans 
are to make 2500 pairs of women’s 
shoes daily at a retail price of $4 per 
pair. 


Building New Shoe Factory 


LANCASTER, Pa.—A new shoe factory 
is being built in Elizabethtown, which, 
when completed, will provide employ- 
ment for 175 persons. Louis Charleroy, 
former manager of the Lancaster Shoe 
Co., at Elizabethtown, is building it. 
The building, on West High street, will 
be one story high. It will cost about 


*$20,000 when finished and it is expected 


it will be in operation in September. 

Mr. Charleroy will manufacture welt 
shoes for growing girls, on a basis of 
1000 pairs a day. 
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\ 200 feet from. Broad- 


45th-STREET and BROADWAY @ NEW YORK 





—_—_—_—eweweeees P 

VE FOUND Just think ...a mod- 

THE BEST 

AT woreLvaLue _—ern, new hotel, in the 
IN NEW YORK 


Se city. heart of New York— 


A way, on: 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


ts the PICCADILLY 


WILLIAM MADLUNG, Mng. Dir. 











KENT 
AUTOMATIC 
GARAGE NEw YORK 


The last word in convenience and safety 
for your car ... occupies its own par- 
ticular compartment . . . offers every 
opportunity for storage by the hour, the 
day, the month . . . with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by . 
Human Hands 











BOSTON ..... 





























HOTEL 


KENMORE 


COMMONWEALTH AVENUE at KENMORE SQUARE 


BOSTON - MASSACHUSETTS 


One of Boston’s newest and finest hotels 
pleasantly and conveniently located on broad 
Commonwealth Avenue, near Boston’s 
theatrical and shopping center. Modern in 
appointments and with a delightful homey 
atmosphere. Cheerful outside rooms. 
Special dining facilities in its moderately 
pticed Coffee Shop and Main Dining Room. 


$#).00 
400 Rooms from Daily 


Each with tub, shower, circulating ice water 
LOWER WEEKLY AND MONTHLY RATES 


Ample parking space 
Send for booklet — “Historical Boston” 


























C. P. DODSON, President 




















ILLINOIS COLLEGE 


Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 


CHIROPODY offers an attractive [Ltrteted annuelly 
profession to those interested in entering the practice 
of this branch of medical scien-e. 

Illinois College of Chiropody and foot Surgery is now 
in its twenty-first year as a leading educational institu- 
tion in this specialized field. Three year course leading 
to degree of Doctor of Surgical Chiropody. Three 
buildings, wide recognition, scientific equipment, emi- 
nent faculty of chiropodists, physicians, surgeons, 
chemists and orthopedists. Excellent clinical facilities. 
High school education or the State Department of 
Education equivalent required for entrance. For bulle- 
tin write the Registrar, Dept. RS-2. 





Illinois College of Chiropody and Foot Surgery 
327 North Clark Street Chicago, Illinois 





T Kingly Residlence 


in the Queen City- 








Regal in size, in majestic beauty of 
interior, in sumptuous luxury. . in fact 
regal in everything except price. . the 
Sinton-St. Nicholas should be your home 
on all of your visits to Cincinnati. Stay 
at this pleasant place in the heart of 
downtown Cincinnati. Large comfortable 
rooms. Finest of fine food quickly and 
efficiently served in electrically cooled 
dining rooms. Bath and servidor in 
every room. Single from #25° 


....2) NICHOLAS 


CINCINNATI 
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CLA//IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET. 2 2 0 oe 

















POSITION WANTED 








SALES EXECUTIVE 


Here’s a Men’s Shoe With wishes to connect with a progres- 


sive manufacturer, preferably a 


NEW S e Pp e men’s line. ‘ 
a elling oint Competent to assist in manage- 
ment or of selling. Have a thorough 

knowledge of production, costs, gen- 
eral accounting, credits and collec- 
tions. 

Christian, married, forty years of 
age. Best of references. 


Salesmen wanted to represent an In-Stock men’s line of 16 style 
numbers. The shoe has a patented shank which can be adjusted by 
the wearer, if or when needed. 

The shoes sell to customers without foot trouble as well as to 
customers whose feet require shank adjustment, because the adjustment 
feature is out of sight and the shoes are made on popular lasts at a Address D-461 
popular price. Care BOOT & SHOE RECORDER 

Salesmen intensively working small territories preferred. No drawing 367 W. Adams St., Chicago, Ill. 
account, but liberal commission. No objection to its being carried as 
a side line. 

Give complete information, references, and present line carried. 








TALENT AVAILABLE 
BATES SHOE COMPANY, One of America’s best known shoe- 
WEBSTER, MASS. men is available for the coming sea- 


son. Has had varied and successful 
experience in representing manufac- 
reves turers and styling lines, in buying 
\ Wa ie a ee ee for and managing shoe departments 
SALESMAN WANTED features and ver attractive ocios. Somethin and chain stores. Is actively em- 
new with large field. Ample commission pai ployed at present but desires to 

on new and repeat business. Reply with refer- make a change on or before October 


We have a number of territories still ence and state territory covered. Address D-443, . 
saan 00 our sales stall. Please cacly care Boot & Shoe Recorder, 239 West 39th Ist. Best of references furnished. 
. Street, New York, N. Y. Address D-463, 


in writing, direct to Hartford, Wis- 
consin, stating age, experience, last Care Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 


position held, whether you own car 
for traveling, whether you can travel POSITION WANTED 
on straight commission or what you 
would expect as to drawing and ex- HAIN Store Operators, can you use this 
pense account. Give list of best 20 C man! Seven years’ experience — window FOR SALE 
1 trims—buying and merchandising and stock con- 
accounts sold and volume, and also trol and handling personnel. Address _D-459, 
references. care Boot & Shoe Recorder, 56th & Chestnut OR SALE—AN OPPORTUNITY TO PUR- 
caiecas ie re Sieed HOO Ea HORERN, NEB. 
SOE-TOSEE. SHES COMPARE ING NORTHERN ILLINOIS. CITY 0 


Lf egettineenr ye wen =e shoe Fane wag oC 

urer to represent them in Mexico. merican, 

i " i ; i ALONE. RENTA H LONG 
EXCELLENT opportunity for salesman suc: of Spanish descent, age 33 years; married 16 OPTION ON LEASE. Address D-460, care 


i h i . All ears; experienced in the sale and merchandis- 
lepains Conbtential OP itl Shoe “Co, New omy “2 s. Best of references. Address Boot & Shoe Recorder, 239 West 39th Street, 


of shoes. 
York. A. Salcido, 1035 23rd St., San Diego, Calif. _ New York, N. Y. 















































CLASSIFIED ADVERTISING RATES 


he rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 


T . . 

Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When . box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&© Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 











When writing advertisers please mention Boot and Shoe Recorder 
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POSITION WANTED 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





HAy"6 given up my retail business, I feel 
that I can show good results managing a 
men’s and women’s store. I am 45 years old, of 
good appearance and know the business. Charles 
F. McLear, Newark Athletic Club, 16 Park 
Place, Newark, N. J. 





REAL POSITION WANTED: The writer 
of this advertisement is desirous of securin 
a position as buyer or manager of some retail 
shoe store or shoe department. Has a good rec- 
ord of successful experience, having been for 
five years manager ot well known retail stores 
in Baltimore and New York City and for nine 
ears buyer for the shoe department of a well- 
acl department store in New York State. 
Best of references furnished. For further par- 
ticulars, Address D-462, care Boot & Shoe > 
corder, 239 West 39th Street, New York, N. Y 








= 


LINE WANTED 


WANTED —Factory Line, Little Gents-Boys’ 
Shoes for our salesmen, sell on commission 
in connection with our factory line Children’s, 
Infants’ Shoes. Territory—N. Y. State, Penn- 
sylvania, Ohio, Indiana, Michigan. G. 
CHESBROUGH, Mfr., Rochester, N. Y. 











FOR LEASE 


WOMEN’S SHOE DEPARTMENT FOR 
LEASE Eeacerin’= BASIS. BEAU 
TIFULLY EQUIPPED, IN_ HIGH- CLASS 
WOMEN’S SPECTALTY Ne SWEET 
SIXTEEN SHOP, 27 JOHN R. STREET, 
DETROIT, MICH. 








CHAIN. store operating three units in North 
Carolina interested in leasing out de- 
rtments. Address D-458, care Boot & Shoe 
pageeer, 239° West 39th Street, New York, 








BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR O and earn big 
income in service fees. A new system of 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can ogo to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1394, Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





Starts Making Stitchdowns 


NORWALK, CONN.—The Champion 
Shoe Mfg. Corp., of 104 Bleecker St., 
New York City, has leased the third 
floor of a building at 14 South Main 
St. here for the manufacture of stitch- 
downs shoes for boys and girls. M. 
Zacharoff is president and treasurer 
and Nathan Rosenberg vice-president 
and sales manager. The corporation 
distributes its product through jobbers 
and chain department stores. 


Gets Shoe Contract 


MILLIs, Mass.—The Joseph M. Her- 
man Shoe Co. has received a contract 
from the Government for the manufac- 
ture of 251,856 pairs of shoes to be 
used by members of the reforestation 
camps. The company only recently com- 
pleted manufacture of 110,000 pairs of 
the same type shoe, the price of which 
ranges from $3.17 to $3.38 a pair. The 
new contract will keep the plant’s 500 
employees busy for the next six months. 





Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 








WE BUY 
Entire or Surplus Wholesale and Retail 
tocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Etc. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Seem 
New York City 

Phone Barclay 7-T7887 











POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








“HIGHEST CASH PRICES 
} PAID , 


for shoe stocks, slow sellers, etc. Short time 
» lease taken over. Transactions confidential. 
Est. 1890 
MAX GLAUBERG 
327 Church St., New York City 
Phone: Canal 6-2632 
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Ask for Sunday Closing 


Newark, N. J.—A petition for an 
ordinance which would close all retail 
shoe stores here Sundays is to be pre- 
sented to the City Commission by Na- 
than A. Rubin, counsel for the newly 
formed Shoe Retailers’ Association of 
New Jersey. 

The proposed ordinance would impose 
a mandatory fine of $50 for its viola- 
tion. Shoe stores on and near Broad 
street, have been remaining closed on 
Sundays, but elsewhere the custom has 
been to remain open that day. 

The association is planning to hold 
mass meetings and then gradually ex- 
pand until its roster is state-wide. 


New /mproved 


Pouy Cure 
for Price Tickets 
$4.00 $2.25 
gross half gross 
Tilts at any angle 
M. D. POLLINGER CO. Holland Bldg., St. Louls, Mo. 








AUTUMN PRICE TICKETS 
Colorful and Effective 





Harvest coloring: 
Scarlet oak leaf on 
corn - colored beard, 
with pale blue band. 








CENTURY OF PROGRESS 
PRICE TICKETS 











1535 


1345 











: Lavender and No, 2: Blue bar with 
columns en orange sunburst on 
. silver board. 


ANY ASSORTMENT OF 
PRICES DESIRED 


SIZE: 154” x 23” 


12 dozen 
AUTUMN WINDOW 
DISPLAY CARDS 


8” x 14” to complement new y fall 
ticket above. 








Write for details and samples of 
service, including cards, harmon- 
izing tickets, and modernistic card 
holders. Sold to but one merchant 
in a community. Snappy texts on 
men’s, women’s, children’s shoes, 
and hosiery. 





CHECK WITH ORDER, PLEASE, UNLESS 
C.0.D. SHIPMENT IS PREFERRED 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 
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Rochester Plants Active 


RocHESTER, N. Y.—With re-employ- 
ment agreements reached with the 
government, the Rochester manufactur- 
ing industry last week outstripped in 
production even the last weeks of July, 
virtually assuring a record for the 
Summer of 1933 as the best season in 
the shoe industry here. 

Other plants, chiefly those at John- 
son City and Owego, and including 
others in Auburn, Dansville, Batavia 
and Little Falls, followed suit. Most 
of the larger plants have taken on more 
men and many have increased wages. 

The E. P. Reed Company is near 
the 3000-pairs-a-day mark. The W. 
B. Coon Company, with 2500 pairs a 
day, is having the best Summer in its 
recent history with its women’s welts 
and women’s advanced style welts, or- 
ders for which are pouring in from 
road men.’ The Menihan Company 
spurted ahead the first three weeks of 
August after increasing wages, the 
first factory in the Rochester area to 
take that action. With its welt depart- 
ment already working at capacity, the 
Sherwood Shoe Company speeded up 
production last week along with a 10 
per cent increase in cutter’s wages. 
The Elam Shoe Company and other 
juvenile plants are matching the 
women’s factories for production. 

In Auburn the Robinson-Bynon Com- 
pany, Marshall, Meadows and Stewart 
and the Dunn and McCarthy Company 
were setting a pace not equalled in the 
last two years. The Blum Shoe Manu- 
facturing Company at Dansville and 
slipper plants in Little Falls were re- 
ported at peak. The P. W. Minor and 
Son Company of Batavia also is having 
a top season. 

For the first time in three years want 
ads are appearing in newspapers ask- 
ing for shoe workers. 





OBITUARY 





Charles Leagan 

LEBANON, IND.—Charles Leagan, 59 
years old, a shoe salesman here for 35 
years, died recently. He was a charter 
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BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me 


Bass, G. H., & Co., Wilton, Me 
Bett Shoe Co., Philadelphia, Pa 
Boyd-Wright Shoe Co., St. Louis, Mo 


Chase, W. S., & Sons, Haverhill, Mass 
a ll Edwin & Sons, Inc., E. Weymouth, 
4 


Mas 
Cradd dds Net Co., Lynchburg, Va. .2nd Cover 
Dodge, Bliss & Perry Co., Newburyport, 
Mass. 
Ebberts, John, Shoe Co., Buffalo, N 
Edwards, J., & Co., Philadelphia, I 


Enna Jettick Shoes, Inc., Auburn, N. <a 23 
Evans, L. B., Son Co., Wakefield, Mass. 40-42 


Kendall Shoe Co., Haverhill, Mass 
—_ > Day’s Ideal Baby Shoe Co., Danvers, 
44 


Nettleton, A. E., me N. 5 3 


Old Colony Shoe Co., Brockton, Mass 
Owens Shoe Co., Lynn, Mass 


Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 25 


Dawe Secon Sole Shoe Co., Columbus, 
48 


Richards & Brennen Co., Randolph, Mass.. 42 
Roberts, Johnson & Rand, St. Louis, Mo.... 31 


Shaw, M. T., Inc., Coldwater, Mich 
Smith, J. P., Shoe Co., Inc., Chicago, IIl.. 


United States Rubber Co., New York City, 
Front Cover 


Vitality Shoe Co., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 

Levor, G., & Co., Inc., Gloversville, N. Y... 
Panther-Paneo Co., Chelsea, Mass 
Spaulding Fibre Co., No. Rochester, * 


Surpass Leather Co., Phila., Pa 
Zapon Co., Stamford, Conn 


ee hate — SUPPLIES, 
ESSINGS, ETC. 


Compo Shoe Mach. Corp., Boston, Mass.... 8 
United Shoe Machinery o> -» Boston, 
BB. “oc eceeeccemeerecsesg 6-37-38-3rd Cover 


SHOE ACCESSORIES 


Pollinger, M. D., Co., St. Louis, Mo 


Scholl Mfg. Co., Chicago, Ill 
Simplex Shoe Tree Corp., Chicago, Ill 


Williams Mfg. Co., Portsmouth, Ohio 
MISCELLANEOUS 


Glauberg, Max, New York City 


Hotel Kenmore, Boston, Mass 

Hotel Pennsylvania, Phila., 

Hotel Piccadilly, New York City 4 
Hotel Sinton-St. Nicholas, Cincinnati, Ohio. 


Illinois College of Chiropody, Chicago, IIl.. 


Kent Automatic Garage, New York City... 
Kirsch-Blacher Co., Inc., New York City... 


Poster & Deutsch, New York City 
Rubin, Irvin, New York City 
Stephenson Laboratory, Boston, Mass 





member of the local Elks lodge. The 


widow survives. 


Charles W. Gates 


Charles W. Gates, purchasing agent 
for 31 years of the United Shoe Ma- 
chinery Corp. factories at Beverly, 
died last week. He was born at Am- 
herst, Nova Scotia, 73 years ago. He is 
survived by his son, and brother and a 
sister. ; 


Thomas S. Carr 


PEABODY, Mass.—Thomas S. Carr, 
president of the Carr Leather Co. of 
Peabody, died suddenly last week on the 
steamship Berengaria three days out 
from Liverpool homeward bound. Mr. 
Carr was returning from a trip in 
Europe when he was stricken. He was 
born in Woburn, Mass., 64 years ago, 
and he and his brothers, starting on a 
small scale, built up the business of the 
Carr Leather Co. He is survived by his 
son, Thomas S., Jr., who has just start- 
ed in the business; his brother, Edward 
P., formerly his partner; a sister, Mrs. 
Thomas Carr, and his nephews, Felix, 
Maurice and Arthur, all of the Carr 
Leather Co. He was a member of the 
Elks and of the Salem Country club. 


T. M. Terry 


RICHMOND, Va.—Thaddeus McGee 
Terry, one of the founders of Craddock- 
Terry Shoe Co., died August 24, at the 
Virginia Baptist hospital, He was 77 
years of age. 

Mr. Terry in 1888 became the 
partner of John W. Craddock and A. 
P. Craddock to form the Craddock- 
Terry Shoe Company. From a small 
start the business grew to become the 
largest shoe manufacturing concern in 
the South and one of the largest in 
the United States. 

Mr. Terry was born April 29, 1856, 
in Halifax County, and received his 
education in country schools, most of 
them of the log cabin type prevalent 
in rural districts immediately after the 
war between the States. 

The history of Mr. Terry’s business 
is also a history of the Lynchburg of 
the last 45 years. The Craddock-Terry 
Company, of which in recent years 
he was vice-president and treasurer, 
changed the city’s industrial course 
from that of a tobacco town to its pres- 
ent status as a shoe manufacturing and 
distributing center. 
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